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Advertisers May Not Be Able to 
Take More Ad Rate Boosts: Apsey 


SHAWNEE-ON-DELAWARE, 
May 28—Manufacturers whose 
prices are controlled are finding it 
increasingly difficult to absorb ad- 
vertising rate increases. J. F. Ap- 
sey Jr. advertising manager 
Black & Decker Mfg. Co., Towson, 
Md., and president of the National 
Industrial Advertisers Assn., 
pressed this view at the spring 
meeting of National Business Pub- 
lications Inc., which closed here 
today. 

Mr. Apsey explained that while 
all businesses are faced with ris- 
ing costs, and publishers are no 
exception, he believes that they 
should consider carefully any fur- 
ther rate increases. Manufacturers 
who cannot immediately pass along 


increased costs to their customers, | 


because of government controls, 
may not be able to increase ap- 
propriations sufficiently to main- 


tain their advertising at the de-| 


sired levels, even though it is be- 


coming increasingly important to| 


do so, 


@ Mr. Apsey was one of a group of 
guest speakers who addressed the 
convention on a variety of topics 
concerned with advertising and 
publishing. Bennett S. Chapple Jr., 
acting director of the Industrial 
Advertising Research Institute, 
sponsored by NIAA, and assistant 
v.p. of U. S. Steel Corp., gave a 
rousing talk on the progress of the 
institute, which has passed its 
goal in volume of subscriptions, 
and hopes to announce the names 
of the trustees of the institute at 
the NIAA convention in Chicago 
June 29-July 2. 

Mr. Chapple added a warning 
that government controls be drop- 
ped as soon as possible. He said 


ex- | 


Pa.,| that decontrol, and not mere relax- 


jing of controls, should be the ob- 
jective. To continue industrial op- 
}erations under government con- 
| trols, he insisted, is contrary to the 
American system, which tolerates 
controls only because of emergency 
| conditions. 


'@ H. E. Cassidy, executive v.p. of | 
the McCarty Co., Los Angeles, and | 
chairman of the committee on bus-| 
iness papers of the American Assn. | 

j}of Advertising Agencies, made rt 
plea that business publishers not 

paint the future in too gloomy 
terms. He referred to instances 
where advertising plans have been 
dropped because leading publica- 
tions in the advertisers’ industries 
have forecast dire developments, 
many of which did not come about. 

“Instead of preaching fear,” he) 
suggested, “let us substitute faith 
in America and in American busi- 
ness.” 

Mr. Cassidy closed with the sug- 
gestion that business publication 
representatives lose their inferior- 
ity complex and remember that 
the buying power of their rela- 
tively small circulations may be 
greater than that of general media 
in the multi-million circulation 
class. 


Mariboreo | Advertising Is Doing It... 


‘Much Guessing 
Goes On About 
| Lennen & Newell 


New York, May 29—The forma- 
tion of Lennen & Newell is still 
the big buzz in the advertising 
business here, but most of the real 
the Marlboro ogency. news won’t break for a while. 

It is being made behind the 
doors of clients’ offices, where the 


Supreme Court struggle for accounts was being 
| fought. And it is being made with- 
e in the agencies involved, where 
Ruling Upholds 
s . 
Transit Radio 


questions of personal loyalty and 
personal welfare are being 
weighed. 
WASHINGTON, May 26—The Su- 
preme Court ruled today that 
transit companies have a legal 
right to offer transit radio service 


GOAL GETTERS—Esquire’s October  is- 
sue will carry this ad for Marlboro Shirt 
Co.'s Goal Getter heavy shirts. Leonard 
F. Fellman Associates, Philadelphia, is 


'@ The deal has as many cross- 
|grains as a chunk of plywood. It 
slices across long-standing per- 
sonal relationships. The two agen- 
cies involved have both grown 
spectaculariy in the postwar pe- 
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t Clerks Aren't Pushing 
gy Chlorophyll Dentifrices 


Cuicaco, May 28—What has hap- 
pened to the $100,000,000 tooth- 
paste industry since the leading 
brands of chlorophyll paste have 
been promoted nationally? 

To get the answer to that ques- 
tion, AA reporters in 12 cities vis- 
ited drugstores and supermarkets 

| this past week, talked with man- 
| agers and clerks and engaged in a 
| three-day toothpaste buying spree. 
Here are the results: 

| 1. Chlorophyll toothpaste sales 
lare soaring in almost every city 
| checked. More important, how- 
ever, is the fact that advertising 
and point of sale material are do- 
| ing the job almost alone. Druggists 
generally are apathetic and—in an 
astonishing number of cases— 
actually sell against the new chlor- 
ophyll products. 


s 2. A steadily increasing volume 
of dentifrices is being sold in su- 
permarkets. This is of vital con- 
cern to manufacturers, since supers 
stock only the brands that move. 
If they don’t move, out they go. 

3. The onslaught of the chloro- 
phylls may result in the death of 


to their patrons. 


1, 1951, decision of the court of 
appeals here which held that 
broadcasts on streetcars and 
buses are an invasion of privacy. 
By a 7-to-1 vote, the court held 
that transit broadcasts are a matter 
for discussion for utilities commis- 


s Frederic R. Gamble, president of 
the Four A’s, had a Four A's title, 
“Advertising Agencies Aren’t Ac- 
cidents.”” He emphasized the growth 
of business paper volume placed 
by agencies, and recorded the 


The court brushed aside a June! 


riod. 


Still unanswered are these ques- 
tions: What accounts will Mr 
Newell bring from Geyer, Newell 
& Ganger or elsewhere? What per- 
sonnel will transfer to the new 
agency? What new officers will be 
elected? What will be the agency’s 
likely billing (since the official 


steady rise in the number of busi- 
ness publications paying agency 
commissions. While only 78% al- 
lowed commissions in 1937, today 
97% of these media pay commis- 
(Continued on Page 72) 


Geyer, Newell Arms for Battle as CBS-TV 
Tries Juggling Embassy-Camel Time Spots 


New YorK, May 29—What hap- 
pens when a TV network asks one 
cigaret company to give up a 
choice time period to make room 
for another cigaret company? 

Far from accepting the situation 
meekly, Embassy cigarets—through 
Geyer, Newell & Ganger—is pre- 
paring to fight to keep “The Web” 
in its present time spot—Wednes- 
days at 9:30 p.m., EDT—on CBS- 
TV. 


Times-Picayune 's 
Combination Rate’ 


TsRuledIlegal 


reason was to form a “big” agency, 
with both shops now hitting a $20,- 
000,000 pace) ? 


sions, transit companies and pa- 
trons. The court bracketed the 
broadcasts in the same category as 
the controversies over the location 
of bus stops and changes in sche- 
dules. 


® Another development during the 
week was the announcement that 
John L. McQuigg, who previously 
was v.p. of Geyer, Newell & Gan- 
ger in Detroit, would join Lennen & 
Newell as executive v.p. in the 
Motor City. 

This immediately stirred specu- 
lation in the advertising business 

(Continued on Page 69) 


s The court said there is no con- 
stitutional bar to the broadcasts of 
commercials, news and music. The 
decision pointed out that the court 
was not passing on the desirability 
of the programs. 

(Continued on Page 8) 


Last Minute News Flashes 


CBS to Hold Meeting July 1-2 on Radio Rates 


New York, May 29—The network radio rate picture is expected to 
be clarified when CBS and its affiliates meet here July 1-2. The sta- 


| tions asked for the meeting to discuss the whole problem of radio costs. 


Court Finds New Orleans 


P. Lorillard Co. has presented | 


the mystery drama in that period 


for two years, on a 52-week basis. | 


Embassy’s agency some time ago 
had notified CBS that the program 
would be kept on the air again 
throughout the hiatus season. 


® However, a v.p. of the agency 
this week revealed that Geyer, 
Newell & Ganger received a letter 
from Columbia on May 12 in- 
forming it that “The Web” would 
have to move out of its time spot 
as of July 2. 


It developed later, he added, 


that the network had promised the 
Wednesday night period to Camel 
(R. J. Reynolds Tobacco Co.) for | 
“Man Against Crime” which, like 


(Continued on Page 4) 


Publisher Violates the 
Sherman Anti-Trust Act 


| New ORLEANS, May 27—An anti- 
ates decision of far-reaching im-| 


. | 
portance to the newspaper industry | 


was handed down by the U. S. dis-| 
trict court here today. | 
The ruling came from Judge 


Herbert W. Christenberry, who, Magazines. New network shows also are in the offing. Sherman & supermarket 


found the Times-Picayune Pub-! 
lishing Co, guilty of violating the 
Sherman Anti-Trust Act by forc- 
ing national and classified adver- 
tisers to buy space in the New Or- 
leans States when they buy space 
in the Times-Picayune. 

An official of the Times-Picay- 
une company told AA that the de- 

(Continued on Page 69) 


CBS, first network to cut rates in 1951, is frequently mentioned as 
likely to start another industry trend by shaving the differential be- 
tween day and nighttime costs. Talent costs have been slashed for fall 
(some NBC shows reportedly by 50%), but many top programs are still 
going begging for sponsors. 


Colgate Chlorophyll Gets $3,000,000 Ad Push 


New York, May 29—Colgate-Palmolive-Peet Co. will announce Mon- 
day, June 2, that Colgate chlorophyll toothpaste now is being sold na- 
tionally. More than $3,000,000 reportedly will be spent between now 
and the end of the year for advertising in newspapers, radio, TV and 


Marquette is the agency. 


High Court Says Duane Jones Has a Case 


New York, May 29—The appellate division of the Supreme Court 
here has unanimously affirmed the sufficiency of the complaint filed 
by Duane Jones Co. against nine former executives (including the prin- 
cipals at Scheideler, Beck & Werner), Manhattan Soap Co. and Frank 
J. Burke, v.p. of Manhattan. Both sides indicate they will seek an 
early trial. 

(Additional News Flashes on Page 73) 


many small, regional or little-ad- 
vertised brands of toothpaste 
which have long had a minor share 
of the market. Druggists are be- 
ginning to become turnover con- 
scious and many of them will re- 
fuse to reorder brands that don’: 
turn quickly. 

| 4. Toothpaste is sold by adver- 
tising, not by the druggist. Drug- 
| gists are so accustomed to having 
| customers name the brand desired 


| that they don’t know how to (or 
|don’t care to) sell a person who 
|gives the appearance of being in 
| doubt. In general, drug clerks dis- 
| play a “here they are—take your 
choice” attitude. 


|e 6. The amount of misleading in- 
|formation about chlorophylls be- 
ing peddled over the nation’s drug 
| counters is surprising. However, 
;admen have definitely sold the idea 
that chlorophyll sweetens the 
breath. The playback on this one 
point is about as perfect as could 
be expected. 

ADVERTISING AGE reporters were 
instructed to visit both chain and 
|independent drugstores and ask 
for toothpaste. They were asked to 
j}buy the brand and size recom- 
mended. First, however, they at- 
| tempted to extract some “reasons 
|why” from the druggists and 
| clerks. The cities covered included 
| New York, Chicago, Boston, Phila- 
delphia, Washington, Atlanta, 
Cleveland, Minneapolis, St. Louis, 
| Dallas, Denver and Los Angeles. 

AA staffers also talked with 
managers, whose 
{stores handle dentifrices. The ob- 
|jective was to find out which 
brands are selling well and how 
they are selected by the store. 


@ The report from AA’s Dallas 
reporter was fairly typical. He 
said that “individually and as re- 
tailers, druggists are not selling 
(Continued on Page 50) 
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S@sting insights into the workings 


Point of Sale on the Eyeball... 


Agencies Will Run World in 2052; 
Science Fiction Writers Tell How 


MEMORANDUM 
FROM: Al Stephanides, Intergal- 
actic Roving Correspondent 
TO: Bob Murray, Managing Editor 


ler Schocken himself presiding. 
“He called our attention to the 

history of advertising—from the 

simple handmaiden task of selling 


May 28, 1952 already manufactured goods to its 
Dear Chief, present role of creating industries 
Like you know, I'm a science and redesigning a world’s folkways 


fiction fan. So what is my aston- 
ishment when I jet down to the 
local newsie and pick up the June 
copy of one of my favorite science 
fiction mags, Galary, to find they 
have begun running a novel, in 
three instalments, on a _ future 
world run by advertising agencies. 

Golly! 

Now a lot of science fiction isn't 
just space ships and interstellar 
warfare, but some is sociological 
Usually as a projection of today 
into tomorrow, with everything as 
it is today taken to logical ex- 
tremes. Like George Orwell's 
“1948” was a projection of today’s 
political situation and Aldous Hux- 


to meet the needs of commerce.” 
Or there is a bit of explaining 

of the setup by the hero himself. 
“I don’t think any of us, except 


of the story—a market reseurch 
man], would feed 
narcotics to the world for money 


hind it—production for use and 
profit. With our enormously ad- 
vanced technology, we could pro- 
duce more coffee, to mention just 


roster of foods and goods and ser- 
vices, than the world could nor- 
mally consume. Our 
was to keep the demand right in 


ley’s “Brave New World” of to- step with the supply...” 

day's technological culture. 
You know what I mean’ ® The way the Schocken agency 
a : i got the government account for 
@So here’s a _ novel, “Gravy the Venus project is interesting. 


about the world 100 years 
today, run by advertising 
pe guys, Frederik Pohl and 
. M. Kornbluth, wrote it. 
iislone the story is Mitchell 
Courtenay, who works in one of 
the largest agencies of then, Fow- 
ler Schocken Associates 
The pitch is that the U. S. is 
@bout to blast a rocket off to Venus, 
world all barren desert, and Fow- 
r Schocken Associates is picked 


The head of the agency tells it to 
the boys. 
“He spoke of trouble lining up 


icals with his 45 votes, and of an 
easy triumph over the senator 
from Nash-Kelvinator 
on.” 

There is also some 
stuff about some other ways agen- 
cies compete for accounts in this 
future world. 


handle the account. Their job is Accounts are not just indus- 
make people want to go there. tries, they can be whole conti-| 
» Well, the plot is thick and gets nents. For instance, Shocken is 


@Micker. But there are some inter- the agency for India (‘His boards 
and he had organized all of India 
into a single giant cartel, with 
every last woven basket and irid- 
ium ingot it produced sold through | 


@ the agencies and of the philos- 
G@phy behind the whole setup 


@ There is a tres interesting scene Fowler Schocken advertising.” ) 
a@bout an early morning board Schocken's big rival is Taunton 
meeting of the agency, with Fow- (Continued on Page 30) 


maybe Matt Runstead [the villain! 


alone. There was a high ideal be-| 


one item out of the innumerable | 


sacred task 


the senator from DuPont Chem-) 


with his| 


interesting | 


habit-forming | 
FIRST JET COPY—British Overseas Airways Corp., which made news recently when 
it introduced the first jet passenger plone, will use ads like this to promote its 
| Comet Jetliner now in service between London, Rome and Johannesburg. Foote, 
Cone & Belding, the BOAC agency, says it’s 


Time ties when you tly The GOREAT settiner 


Introduces 


| 


ee ee ee 
te ee ae me 


the first U. S. commercial jet copy. 


Exclusive Feature Claims for TV Sets 
Fail to Impress Buyers or Retailers 


Cuicaco, May 27—Advertising 
which claims exclusive or out- 
| standing features for a television 
set makes little impression on eith- 
er the consumer or retailer. 

Beaumont & Hohman_ Ince. 
reached this conclusion in a 12- 
market study among set owners, 
prospective buyers, distributor and 
dealers. Only 
vored these themes. 


very few consumers could identify 
heavily advertised sales points of 


| TV sets. And dealers who handle 
several makes deprecate such 
|claims, telling shoppers “They're 


“They all have the} 
different | 


lall good” or 
same thing—under a 


the distributor fa-| 


The agency survey found that| ers. 


name.” 

While buyers listed desire to 
get the “best brand” as their most 
important consideration, Beau- 
mont estimates that a majority 
change their mind about the set 
they want once entering the store. 

Next to the “best brand” con- 
sideration, price was found to be 
the most important question among 
}set owners and prospective buy- 
“Clear picture” was listed 
third by set owners, but prospec- 
tive buyers were more interested 
in “style of cabinet.” 

The study found that, among the 
set owners, 79% have no com- 
plaints and would purchase the 
same brand again. 


12,911,394Now 
in N. Y. Market, © 
JWT Study Says | 


of 12,911,994. 

The present New York market, 
he said, represents an increase in 
| the last 10 years of 1,251,155 per-| 
sons or 10.7%. | 

“Retail sales in the city of New | 
— according to the latest gov-| 
ernment figures,” he said, “to-| 
taled $8,019,696,000. But retail | 
| sales in the New York metropoli- | 
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Two Theme Featured 
by Olive Board in 


Latest Campaign 


San Francisco, May 27—The 
| Olive Advisory Board is launch- 


| ing its summer advertising cam- 


paign with an auxiliary thought 
and a two-fold theme—the basis 
of the magazine campaign ap- 
proach is to interest new users by 
suggesting that olives should be 
considered as an ingredient rather 
than stressing the added touch to 
a dinner suggestion. 

Thirteen magazines are on the 
schedule to carry two-column b&w 
ads which will feature new and 
interesting recipes which call for 
the use of olives as an ingredient. 
They are American Family, Amer- 
ican Home, Better Living, Every- 
woman, Family Circle, Good 
Housekeeping, Holiday, Today’s 
Woman, True Story, Sunset Maga- 
zine, and Woman’s Day. Two-color 
ads are scheduled in June for Bet- 
ter Homes & Gardens and Ladies’ 
Home Journal. 


® A national newspaper campaign 
in the leading metropolitan dailies 
of Los Angeles, Oakland, San 
Francisco, Seattle, Chicago, Des 
Moines, New Orleans, Boston, 
Detroit, Minneapolis, St. Paul, 
Kansas City, Portland, Buffalo, 
New York, Cincinnati, Cleveland, 
Baltimore, Philadelphia, Pitts- 
burgh, Memphis, Dallas, Ft. Worth, 


Bet you've never tasted Potato Salad 
ite this new recipe 


& 


New York, May 27 ee tan market were almost half again | Houston, San Antonio, Oklahoma 


Flaminaire, Mobilgas, 


Snodrift Ads Are 


itan New York, the largest retail| as much. A total of $12,652,074,000 
market in the country, is appar-| represented the annual purchases 
ently much larger than has been of 3,776,937 New York market 


_Best-Read in ‘Locally-Edited’ Studies 


Cuicaco, May 27-—Results of No. of Size Page 
studies of eight magazines in the _ Study Lines No. % 
Locally-Edited Gravure Magazine = , 7 on : a 
group have been released by Pub- Stans at ta i 8 2.000 38-39 70 
lication Research Service. Mobilgas 5 1,000 15 66 
In the eighth report in its con- a Menu ¢ me mee 
tinuing study of the Locally- Blue Plate mayonnaise 4 1,000 31 63 
Edited group, the research organi-| Various advertisers 7 2,000 24-25 63 
zation has included a summary | P@lmolive soap 8 500359 
showing how ads in the eight sec- oa 8 100 33 8 
tions rate so far. Pet ice cream 5 200 22 «56 


Among men, a Parker Flamin- 
aire lighter ad and a Mobilgas|@ publication Research’s ninth re- 
products ad are tied for top honors | port will be on the Newark News’ 
in the list of ten best-read ads,| magazine section issued on April 
with a 60% rating. The Parker} 99 Other reports are scheduled on 
ad appeared in the section distrib-| the dates indicated for the sections 
uted with the Indianapolis Star; appearing with the following pa- 
the Mobilgas ad ran in the Salt | pers: Nashville Tennessean, June 8; 
Lake City Deseret News section. | s¢ Louis Globe-Democrat, Sept. 

A Snodrift ad appearing in the} 14; State, Columbia, S. C., Nov. 11, 
section distributed with the San! snq Denver Post, Dec. 14. 
Antonio Express was tops among! [pn the eight sections studied so 


women, with 76%; a Super Kem- | far an average of 91% of the men 
Tone ad in the Columbus Dis-| ang 96% of the women have either 
patch section was second With | “read” or “looked at” something. 
75%. |To date, 3,573 men and women 


have been interviewed and a total 
of 162 national ads and 95 local 
ads have been studied. 


® Ranking of the first ten ads for 
men and the first ten for women in 
the eight studies to date are as 


ys (all ads were four-color): 
follows (all ads it pda “sendin Names E. L. Roberts Co. 
No. of Size Page i 2 . 

. Study Lines No. % Rosenberg Bros. & Co., distribu- 
Parker Filaminaire 3 1,000 31 60 tor of dried fruits and nuts in cen- 
Mobilgas 5 1000 15 60 tral and northern California_and 
Pacquins lotion x 500 16 48 Nevada, has appointed E. L. Rob- 
General Electric Co 1 1000 3 45 erts Co., San Francisco, to be its 
Sylvania TV sets 5 1000 10 45 exclusive sales representative. The 
General Electric Co 6 1000 46 40 aa! 

Super Kem-Tone 2 1,000 3 38 een | p Bene « a 
Fehr’s beer 6 1000 sé 38 nationa istribution for ri 
Palmolive soap x so 6. 3—s 38: fruits and nuts bearing the new 
Sylvania TV Sets 8 1,000 37 38 brand name Sugaripe. 


realized. 

So said Dr. Virgil D. Reed, v.p. 
and associate director of research | 
for J. Walter Thompson Co., and 
former acting director of the Bu-| 
reau of the Census, yesterday in 
announcing the seventh edition of 
| “Population and Its Distribution,” | 
'a continuing study which the} 
agency first compiled in 1912. 

The New York market, Dr. Reed | 
said, is bigger than Chicago, Los 
Angeles, St. Louis and Cincinnati 
combined. It is bigger than any 
state in the union except New 
York, with a total population of 
almost 13,000,000 


8 “Major population shifts in the 
last decade,” he said, “have made 
necessary a new ‘metropolitan 
market concept.’ Retail markets) 
can no longer be measured by city 
size alone. There are 162 so-called 
‘cream’ markets in the U. S 

“While it is no surprise that 
New York is the No. 1 retail mar- 
ket in the U. S.,” Dr. Reed said, 
“I think even the experts will be 
surprised that its predominance 
is so outstanding.” 

The real metropolitan New York 
market, he said, comprises not only 
the five counties of New York, 
Kings, Queens, Bronx and Rich- 
mond (with a population of 7,891,- 
957), but also the counties of Nas- 
sau, Rockland, Suffolk and West- 
chester in New York. In New Jer- 
sey, Bergen, Essex, Hudson, Mid- 
dlesex, Morris, Passaic, Union and 
Somerset counties should be in- 
cluded, giving the New York met- 
ropolitan area a total population 


| Sponsors Hourly Stock News 


households in 171,105 retail out- 
lets.” 

The people of New York state, 
Dr. Reed said, buy 12.7% of all 
food bought in the U. S. and 
12.37% of all general merchandise. 


Australian Advertisers 
| Use Newspapers Most 

Australian advertisers, accord- 
ing to the Australian Assn. of Ad- 
vertising Agents, spent $42,250,000 
on advertising last year. 

Of this amount, 56% was spent 
on newspaper advertising, 22% on 
radio and 22% on posters, theater 
slides and other advertising media. 


| City and Milwaukee will carry 5” 
insertions which are being used 
in frequent repetition of a sum- 
mer special reminder of summer- 
time uses of ripe olives. 

The particular promotion is ripe 
olive potato salad. The advisory 
board has several field merchan- 
dising men who are assisting store 
promotion. Shelf strips suggest 
“make potato salad this new and 
tastier way.” Window banners 
16x10” in three colors repeat the 
suggestion and carry the ripe olive 
potato salad theme. 

Free ad mats and recipe book- 
lets are available to help the gro- 
cer “make ‘HAY’” with these free 
sales helps. 

The agency is J. Walter Thomp- 
son Co., San Francisco. 


A series of broadcasts, every 
hour on the hour, of late stock} 
market news and stock quotations | 


is being sponsored daily over} 


WJJD by 30 member companies 
of the Chicago Assn. of Stock Ex- 
change Firms. 
called the only one of its kind in 


the U. S. Olian Advertising, Chica- | 


go, is the agency. 


Lyon Co. Adds Dairy Account 


W. D. Lyon Co., Cedar Rapids, 
has been appointed to direct ad- 
vertising for the Iowa Dairy In- 
dustry Commission, effective July 
1. Sunday, daily and weekly news- 
papers, radio, television, direct 
mail and trade promotion will be 
used. 


Pineapple Growers to JWT 


The Pineapple Growers Assn. of 
Hawaii, San Francisco, has ap- 
pointed J. Walter Thompson Co., 
San Francisco, to handle its ad- 
vertising 


— ae in| ATLANTIC City, May 27—Hard 


Edwin Nourse Sees 
Hard Times Ahead, 
Recession in ‘53 


|times are just around the corner. 
| The U. S. faces a general reces- 
|sion and widespread unemploy- 
ment in 1953. 

That’s what Edwin G. Nourse, 
former economic adviser to the 
President, told the National Assn. 
of Purchasing Agents here today. 
He said a major price drop is im- 
minent. 

Dr. Nourse warned that both 
labor and industry must make con- 
cessions so that goods can be sold 
and jobs maintained. Unless this 
can be done, he said, “local spots 
of unemployment will snowball 
and spread contagiously into a 
general national recession.” 
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Koltys Agency 
Starts Own TV 


Show in Detroit 


Detroit, May 27—The Henry 
Koltys Co. this week became the 
first Detroit advertising agency to 
buy time on television for a public 
relations job. It inaugurated a 
half-hour TV program over 
WJBK-TV (CBS) from 1 to 1:30 
p.m. Sundays. Programs will fea- 
ture discussions of various man- 
agement problems. 

The first program, May 25, had 
as its subject, “Partnership or 
Corporation?” Future programs 
will cover such subjects as wage 
controls, personnel selection, de- 
fense contracts and how to secure 
them, corporate financing and 
credit policies. 

Well-known figures in Detroit | 
business and industry will be rep- | 
resented on each panel. (Bruce C. | 
Forbes, president and editor of 
Forbes, was moderator last Sun- 
day.) Among the business publi- 
cations that will supply guest 
moderators are Barron’s, Business 
Week, Newsweek and Wall Street 
Journal. 

| 


®In announcing the program, 
Henry Koltys, president of the 
agency, said: 

“In view of the strong public | 
relations job being done by the’ 
unions, government and various 
other groups, it is time that the 
public, and particularly the youth 
of our city, was given an oppor-| 
tunity to observe management in| 
action, to learn more about its 
problems, policies and objectives. 

“While a certain amount of pub- 


lic relations work is already be-| 


CAR CARD—Ads like this appear in every fourth subway car 


and bus in the New York area. Reprints, 


Ostrow Furniture 
Tries Its Darndest 


to Keep Customers 


Covincton, Ky., May 27—The 
Ostrow Furniture Co., a very busy 
furniture and appliance store, 
doesn't forget its time payment 
customers after they make their 
final payments. 

When a customer presents the 
final payment to the beautiful 
lady at the reception desk, the 
clerk presses a buzzer signal which 
alerts the salesman who made the 
original sale. 

The salesman immediately goes 
to the time payment desk, and is 
informed that Mrs. Doe is making 
the final payment on whatever 
article she bought. The salesman 
thanks the customer for the pur- 


ing done in behalf of American} chase, and inquires if she is in 
business, this series of TV pro-|the market for anything else. If 


grams promises to be the first,| so, he goes to work. If not, he gives | 


and certainly the most sustained, | a sales talk on the products Ostrow 


project of its kind in the area. | 

“Because most agencies today go | 
beyond the words and pictures | 
that make up an advertisement, | 
and work with management on all | 
problems affecting sales, it is fit-| 
ting that such a program be spon- 
sored by an agency.” | 

The idea for “Business Forum,” | 
title of the program, originated | 
with the agency, which also pro-| 
duces the show. | 

Commercials, of an institutional | 
nature, describe what services the | 
agency has to offer and the types 
of accounts it handles. Middle | 
commercials are used for a salute | 
to a different client each week. 


Tom Collins Jr. to Use 
Newspapers Chiefly in ‘52 
A. L. Lehman Co., subsidiary of | 
PAR Beverage Corp., Cincinnati, | 
reports that the bulk of its ad 
expenditures for Tom Collins Jr. | 
lemon-beverage drink in 1952 will 
go to newspapers. 
The company reports that in the 
last four years sales for the bev- 
erage have jumped more than 
150%. Six months after the start 
of a newspaper campaign in 1948, 
a survey showed that volume had 
increased 100%. Leonard M. Sive 
& Associates, Cincinnati, is the 
agency. , 


Brown Co. Boosts Macdonald 


George C. Macdonald has been 
promoted to sales promotion man- 
ager of Brown Co., Berlin, N. H., 
and Brown Corp., a newly created 
department in coordination with 
Brown’s advertising division. He 
has been manager of the south- 
western territory with headquar- 
ters in Dallas. 


Promotes Augustine Hilton 


Augustine J. Hilton, v.p. of Lynn 
Baker Inc., New York, has been 
promoted to general manager and 
space buyer. Mary A. Burak has 
been named assistant media direc- 
tor in charge of retail media. 


handles, stressing nationally ad- 
vertised lines. Finally, the sales- 
man gives the customer a ceramic 
ash tray. 

The store reports that this sys- 
tem produces many sales on the 
spot, and in several cases the gift 
ash tray has brought customers 
back. 


C. H. Bell Elected 
to Succeed Perrin 
at General Mills 


MINNEAPOLIS, May 27—Charles 
H. Bell, 44, has been elected presi- 
dent of General Mills Inc. He suc- 
ceeds Leslie N. 
Perrin, who has 
resigned after 
reaching the re- 
tirement age of 
65. 

Mr. Bell is the 
third generation 
of his family to 
head the big mill- 
ing company or 
a predecessor. His 
father, James 
Ford Bell, formed 
General Mills in 1928 after head- 
ing Washburn Crosby Co. His 
grandfather, James S. Bell, was 
Washburn Crosby’s president for 
26 years. Mr. Perrin has been 
president of General Mills the past 
four years. 

Mr. Bell has been executive v.p. 
of the company for the past year 
and a half after joining the firm 
in 1930 and working in various 
departments. 


Charles H. Bell 


Blackmon Joins Hoyt Co. 


Maureen Blackmon, formerly 
advertising director of Alexander 
Smith & Sons Carpet Co., Yonkers, 
N. Y., has joined the creative staff 
of Charles W. Hoyt Co., New York 
agency. 
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NEW JERSEY EGG INS 


with edges gummed 


on both sides, serve as window and egg department stream. | 
ers. Both side gumming allows use inside or outside window. 


They Like Jersey Jill in N. Y... 


Reputation of Jersey Eggs Saved 


as Farmer Group Starts Advertising 


LaKewoop, N. J., May 28—Two 
years ago, some New Jersey farm- 
ers held a pow-wow with a num- 
ber of wholesalers. The problem 
up for discussion was eggs. Speci- 
fically, Jersey eggs. 

Seems the Jersey name needed 
protection across the river in New 
York, where 50% of the eggs were 
being sold as Jersey, but only 10% 
actually were. 

One upshot of the confab was 
the appointment of Robert White- 
hill Inc., New York, as advertising 
agency for the farmers and deal- 
ers, collectively known as the New 
|Jersey Egg Institute. 


s Whitehill set up listening posts 
|in various retail stores, using tape 
recordings. When all the evidence 
was in, it seemed that shoppers 
used the word “Jersey” pretty 
much as a term indicating good 
|quality, rather than as pinpoint- 
ing source of origin. For another 
thing, it seemed that when a shop- 
per asked for a specific egg, it 
was invariably a “Jersey.” 

Interviews with store customers 
showed consumers to be accept- 
\ing the storekeeper’s word that 
\they were getting Jersey eggs. It 
jalso seemed clear that New York- 
ers would be willing to pay a few 
cents more per dozen for guaran- 
jteed Jersey eggs. 


| 


s The answer to the whole prob- 
lem, then, was to devise a special 
stamp and “brand” every egg 
through the _ institute. 
Whitehill came up with the name 
Jersey Jill. This combination “fill- 
ed the need for a short, easily re- 
membered name which by itself 
suggested freshness.” 

Then the agency got busy plan- 
ning advertising, merchandising 
jand publicity strategy. This in- 
volved the design of the Jersey 
\Jill stamp, development of 
stamping device that would give a 
clear, recognizable impression 
without cracking the egg, and so 
on. 

The first shipment of Jersey Jills 
arrived in New York last May. 
Their coming was heralded by 
some publicity and 160-line ads in 
all the dailies and Italian, Jewish 
jand Spanish-language papers. The 
ads pointed out that Jersey Jills 
are fresh because Jersey is near- 
by and called on egg-eaters to in- 
sist on the Jersey Jill stamp on 
every egg they bought. 


s Meanwhile, ads appeared in 
Grocer Graphic and Independent 
Grocer. These were reproductions 


: Fragas Heads Production 


of the consumer copy plus a sur- 
print with copy about “a fresh ap- 
proach to egg merchandising.” 

All advertising and publicity | 
was paid for, at this stage, by a| 
levy of 5¢ on each case of eggs 
from both farmer and wholesale 
dealer. Early results of the cam- 
paign were encouraging enough so 
that the dealers raised their as- 
sessment to 30¢ a case—or l¢ a 
dozen. 

Then the institute was advised | 
by Whitehill to start a car card} 
program in New York. Today, car 
cards give the institute its biggest | 
New York ad outlet. About every | 
fourth car and bus in New York 
and Brooklyn is used. 


@ The first card told of “Guaran- 
teed fresh Jersey Jill eggs—now 
identified for quality.” The second 
card implied that if fresh eggs are 
the only eggs good enough for your 
family, you’d better insist on Jer- 
sey Jills. Now in preparation is the 
third car card. This will assume 
that the Jersey Jill story is now 
pretty well known. It will carry 
less copy and more illustration 
and will feature the “only guaran- 
teed fresh egg” as it appears on a 
plate. 

Jersey Jill is also promoted now 
via six daily announcements on 
the Supermarket Broadcasting 
System, cards on shopping baskets, 


counter cards, window and depart- | 
ment streamers and cooperative | 
retail ads. 
Farmers in the Jersey Jill opera- | 
tion are currently sending 150,000) 
dozen to New York each week.’ 
One wholesale dealer, who finds 
the promotion a good deal, cites his 
sales increase: as many as 10,500 | 
{more dozen each week than before | 
Jill’s advent. | 
“Now we're selling a brand in- | 
stead of a white shell,” he said. 


| 


Irene Fragas, formerly produc- | 
tion manager of Knox Reeves Ad- 
vertising, San Francisco, has joined | 
the San Francisco office of Bots-| 
ford, Constantine & Gardner as} 
production manager. She succeeds 
| Milton Martin, who has been 
transferred to the agency's art 
department. 


Whitney Joins NBC Radio 


Preston Whitney, formerly with 
Metro-Goldwyn-Mayer, has joined 
the advertising and promotion staff 
of NBC western radio network as 
assistant manager. He succeeds 
Wallace Hutchinson, who has been 
promoted to account executive in 
the radio network sales depart- 
ment. 


Dichter to Salesmen: 
Appeal to Emotions 


Cuicaco, May 27—Dr. Ernest 
Dichter, psychological consultant 
and author of “Psychology for Ev- 
eryday Living,” says the road to 
bigger sales lies in an appeal to 
the emotional needs of people. 

Speaking last Friday at the an- 
nual sales meeting of the Illinois 
Watch Co., Dr. Dichter said the 
emotional factor is the principal 
motivation in people's lives. 

It not only “motivates people 
to buy or not to buy,” he declared, 
but it decides such things as pres- 
idential elections. 

The sales executives of Certina 
and Elgin watch divisions were ad- 
vised that the same rationale holds 
true in selling. If you want to seil 
more watches, said Dr. Dichter, 
then you “must know what emo- 
tional factors are working beneath 
the surface of the prospective cus- 
tomer, so that the proper person- 
ality can be developed around the 
product to fit the consumer's de- 
sires.” 


® He added that the wrong way to 
build sales is to stress particular 
features that a competitor might 
develop next week. 

Dr. Dichter cited the case of an 
airline which his research revealed 
was turning away customers by 
its advertising and sales themes. 
He said the airline was promoti 
the safety factor by featuring 
airplane engine in its ads. 
Dichter’s study showed that 
consumer was unconsciously 
ing to himself: “Look at all th 
parts, what if just one little t 
or bolt loosened?” 

In selling to women, Dr. Dicht 
warned that too many compan 
today are overplaying the fe 
inine angle. He pointed out 
modern woman is just as much 
a career woman as a homema 
and this attitude must be inc 
porated in product design, pac 
aging and over-all promotion. 


yn 


® As to presidential elections, 
Dichter said he had found out 
a recent study that voters 
seeking: 

1. The feeling of a fresh st 
in the man they choose. 

2. A man concerned with mo 
standards and one who will refl 
these morals in office. 

3. A man who gives the vot 
the feeling that they are actively 
participating in government. 

4. A man who will understand 
the voters as well as they under- 
stand him. 

5. A man who radiates the spirit 
of optimism. 

Dr. Dichter said the majority of 
votes rests on satisfaction of these 
emotional needs. 


Jacobson & Sons 
Carefully Guards 
Its Fall Ad Theme 


New York, May 27—F. Jacobson 
& Sons reports its fall campaign 
for Jayson shirts, sportswear and 
pajamas is so “new and startlingly 
different” that nothing can be said 
about it at this time. 

Full-page color ads are sche- 
duled for Esquire, Life and The 
Saturday Evening Post. 

Details of the ad program—be- 
ing worked up by Alfred J. Silber- 
stein, Bert Goldsmith Inc.—wil} be 
announced first in a full-page ad 
in the Daily News Record. Full- 
page color ads will follow in other 
trade papers. 

According to Monroe Mayer, v.p. 
and general sales manager, “the 
theme of this campaign is top 
secret. Only a few executives in 
our firm are in on it at the mo- 
ment. Our salesmen will be ad- 
vised of its details just before they 
go out on the road.” 
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(Continued 


“The Web,” is a thriller show 

A new time had to be found for out that the agency and Embassy 
had devoted a good deal of time 
option on “Man and money to building “The Web” 
Against Crime’s” Thursday night and lining up a good network of 
niche. When Camel moved to “34 real choice stations, 24 of them 
Thursday night 


Camel when American Tobacco Co 


exercised its 


Geyer, Newell Arms for Battle as CBS-TV 
Tries Juggling Embassy-Camel Time Spots 


Newell & Ganger 
He also pointed 


from Page 1) self,” a Geyer, 
spokesman said 


” 


some time ago, live 


R. J. Reynolds Co. knew that 


American Tobac 


show would hi: 
again if Lucky 


‘It's common 


television today, 


number of sta 
must In many ci 


_— 


co already had an 


I’ve noticed the Ken-L-Ration commercials 
on the “Zoo Parade’ 


Who does their advertising? 


Sad 


Cummins Engine Company, Inc. 
Derby Foods, Inc 
The Eagle-Picher Company 


Household Fina 


S. C. Johnson 8 


* Here are the clients of Needham, Louis & Brorby... 


nce Corporation Morton Salt Company 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South Lo Salle Street, Chicago 3, lilinois 


Chicago 
Ne w 
Holly u 00d 


Toronto 


s “In the early days the networks | 
option on the time and that the said to eet into isi 
ave to be shifted and jet a franchise, 
Strike decided to we did. And now that our invest- 
exercise the option ment—a very important one since | 
the telecast represents the m 
@ The agency immediately objec- advertising effort for 
ted to being “kicked around” and beginning to pay off, we are asked 
retained legal counsel to take court to move out,” he ,; 
action if necessary to get “fair” 
treatment in the matter 


Y| advertising and promotional men, 


While the network has the right 
to recapture its time ; 
knowledge that in a contract period, 

with the limited & Ganger thinks 
tions, the agency high-handed treatment” 
ises get out and do ous for all advertisers 
the job of clearing time for it- The spokesman said ‘" 
ee Se Oe Le sciitsiielipeapaccsieas tai QUI . cca ilk ix tava dy Sh a oc eagle ad ae a phtpwna cen Page 41 


TV show. 


Their agency is Needham, Louis & Brorby 
... same one that introduced 
Kraft Salad Oil. 


Kraft Foods Company 
Macwhyte Company 
Marathon Corporation 
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is not being moved for program- 
ming reswrs ance the sme wie Aighlights of the Week’s News 
ei eget cong AA queried druggists on dentifrices (‘what's best?”), found they aren't 
sized that the agency has no de- pushing the green ones, and bought lots of toothpaste ..... Page 1 
sire to drag the television indus- J¥dge Christenberry’s decision against the Times-Picayune Publishing 
try into a court squabble and hopes Co. for violating anti-trust laws may affect 165 newspaper combina- 
CBS will make such a move un- tions (listed by AA). It affects advertisers, too .............. Page 1 
necessary. One of AA’s intrepid reporters reviews “Gravy Planet,” a new novel 
CBS-TV had no comment depicting the year 2052 when the world is controlled by ad agen- 
DN ake dc wiurd dns AOU Gs Abang ees 4 tend ha tae KG sa. eee 
Ex-West Coast Admen Meet J. Walter Thompson's “Tth report on population and distribution shows 
Pacific Coast Displaced Persons, that the New York metropolitan market is bigger than anybody 
informal group of former western; imagined .................cscccecccccccccccccsscececucens Page 2 
will hold its seventh semi-annual | How New Jersey egg farmers used advertising across “the river in Man- 
no-host luncheon. June 4. at the| attan to protect the reputation of really fresh Jersey eggs ..Page 3 
Hotel Lexington, New York. Earn- | An ad campaign unprecedented in the radio industry will be launched 


est A. Mennell of Moloney, Regan | by Broadcast Advertising Bureau with a $50,000 fund. The drive 
& Schmitt is in charge of ar-' will start July 15 Page 6 
rangements Recently arrived} es Se RAD CE RAS ECR AEA eH SS he CASAS SE SP CES SS 2 sd 
westerners are invited to join the| 4 sort of last-ditch stand will be taken by Waltham Watch Co. next 


| group fall when it tries once more ‘o get back into the consumer mar- 


MOE, wives. , , Page 18 
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* Base your recommendation for an @ 500 miles from Chicago 
has much to make it a good 

for you promptly from his store- p ft nk ose 
Omaha is naturally a mar- 
bushel average of grain. . . 
rail center, Omaha has the 

The Quaker Cats Company uct, package, price or promotion. 

@ Per family net effective 


—_ te . 
| | Sole gt eat pretest to convince 
[aa om 
. your management 
| "70 mute Team an 
OMAHA 
all-out promotion of your new pro- 4 inajer midacten marker 
gram on the facts Burgoyne can get = 0 — 
@ 1'/ million people with 
panels. @ In the heart of the grain 
and livestock industry, 
* These national advertisers have {et piace... . 4 to 8 mil- 
pretested the Burgoyne way for you lion livestock . . . 50 million 
. . . Solid facts on the degree of suc- — annually. 
@ Important wholesale and 
cess they can expect from new prod- 
stability of wealth from 
natural resources. 
. buying i (Dougla 
* In three, five, seven of these test joan 108) 94,582" - 


State Farm Insurance Companies 
Swift & Company 


. So c he Peoples 3as Ligh nd Co e mpopany Wiebold S$ pres Cc a - : 
soa ORNS E POLS “TF oo cities, monthly-cudit-reports of over- gross farm income 
the-counter sales give you and Man- One newspaper . . . the 


OMAHA WORLD-HERALD... 
249,247 daily . . . 253,394 
Sunday. 


% Tell us what you want pretested. “2,55, MANAGEMENT, 


Burgoyne rocery ér Dew Af. 


FIRST NATIONAL BANK BUILDING ¢ CINCINNATI 2 


agement the facts for wise decisions. 
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February 18, 1952 


Mr. Bill Elliot, 

New York Herald Tribune, 
2 230 West List Street, 
_ New York, New York 


Dear Mr. Elliot: 


After careful consideration we have selected the Herald Tribune 
in New York to spearhead our large space campaign for the year. 


As you know, during 1951 Quick continued its consistent rise in 
both advertising and circulation. We selected the Tribune because 
we believe it has many of the strong, clear-cut advertising values 
that Quick itself offers. Through the Herald Tribune we can get 

@ dominance, continuity, impact — reach an audience of important 

~ executives -- at a relatively low cost, 


We have been very pleased with the reaction to the advertising in 
the Tribune in the past and we feel it is an effective vehicle 

through which to talk to advertisers, agency executives and media 
, men. 


Sincerely, 


el Harnett, F 
tion Manager i} 


"Through the Herald Tribune 

we can get dominance, continuity, impact-— 
reach an audience of important executives 

at a relatively low cost." 


Broce — New York Leaders Are | 
| Herald Gribune | 


Readers! 


ajo WEST 4:0 STREET, NEW YORK 36, N.Y 
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the drive. Other members of the 
group will be appointed later. 
Newspapers in New York and 
Chicago are expected to be used, 
as well as some automotive, drug- 
gist, food, advertising and other 
trade journals. A budget of $50,- 
000 has been set up. Mats will be 
furnished to BAB member sta- 
tions for use locally in their own 
Stations and networks will 


$50,000 BAB Ad 
Drive to Start 
in Mid-July 


New York, May 29—Broadcast area 
Advertising Bureau will launch provide free time for the cam- 
its first major advertising cam- paign. BAB has no advertising 
paign about July 15 agency, but probably will name 


Newspapers, business papers and one later. 

naturally—radio will be used to 
sell advertisers on the strength of ® It is up to Mr. Hausman and his 
radio as a medium. Louis Haus- committee to formulate the details 
man, CBS Radio v.p., was named of BAB’s advertising program, se- 
head of the committee to direct lect themes, set up schedules, etc. 


TO REACH THE FASTEST GROWING CHURCH GROUP 
TELL YOUR STORY IN Circulation, 59,763 


; 78% 
The only business paper beamed 


to church 
officers 


“f - 
on the conservative church leader. Lite 20% to pastors 


CHRISTIAN LIFE, 434 South Wabash, Chicago 5 


Christian 


Charles C. Caley of WMBD, Pe- 
oria, new BAB board chairman, 
said the board had asked the com- 
mittee to keep it informed con- 
cerning the advertising campaign. 
He added that it would not be ne- 
cessary to hold a board meeting 
to give formal approval to the 
committee’s plans. 

Announcement of this drive— 
which is unprecedented in the ra- 
dio industry—was made this week 
following a meeting of BAB’s ex- 
ecutive and finance committees. 
Purpose of this session was to pro- 
ject the bureau’s work for the 
rest of the current fiscal year 
which ends next April. 

Growing at the rate of one new 
station member per day, the bu- 
reau, as of June 1, has an annual 
income of $601,000 from dues. Its 
membership numbers 622 stations 


and four networks, plus several 
representatives and other asso- 
ciate members. 


® BAB is aiming for a member- 
ship of 750 stations by Jan. 1, Mr. 


Advertising Age, June 2, 1952 


Francisco, complained of the vari- 
ance between Hooper and Pulse 
ratings and asked for an impar- 
tial test to determine which is the 
most accurate. An industry com- 
mittee, after several months of 
study, recommended that all meth- 
ods used to measure broadcast 
audiences be scrutinized. BAB is 
the first group to offer funds for 
this basic research. 

Earlier, the American Re- 
search Foundation indicated that 
it was ready to appoint a com- 
mittee of experienced researchers 
to make the study if funds were 
forthcoming to finance it (AA, 
May 26). Edgar Kobak, president 
of ARF, said the project, which is 
designed to clear up the “confu- 
sion” on the broadcast research 
scene, could be completed for less 
than $25,000. 


Caley said. This would provide a 
yearly budget of $700,000. 

At the same time, the bureau 
will step up its man-to-man sell- 
ing to present and potential spon- 
sors. To this end its staff will be 
increased from 21 to 30 by July 
30. Some of these new salesmen 
will be assigned to Chicago, where 
the first branch sales office will 
be opened soon. The rest will aug- 
ment the national sales staff at 
BAB’s headquarters in New York. 
Direct mail pitches to advertis- 
ers will continue. 


® Taking up another major item, 
the bureau decided to help finance 
an over-all study of the techniques 
used to measure broadcasting audi- 
ences. BAB has agreed to furnish 
$15,000 on behalf of the radio in- 
dustry subject to further contribu- 
tions by the television industry. 
An added proviso calls for ap- 
proval of the detailed project by 
the bureau. 

The impetus for this move dates 
back to 1950 when KJBS, San 


# Apparently there is no set pro- 
cedure for contacting the TV in- 
dustry to get additional support 
for the analysis. The approach to 
telecasters might be made through 
the television board of the Na- 


the 


~ kabulous Fifth 


More than 40% of the nation’s durable goods is 
bought by families in the Fabulous Fifth! \n its 
latest Survey of Consumer Finances, the Federal Reserve 
Board has arranged America’s families by fifths, accord- 
ing to income. The results reveal that the Fabulous top 
Fifth buys 42% of all durable goods . . . 37% of all non- 
durable goods and services... gets almost half the 
nation’s total consumer income... holds more than 


House Beautifi ul sells both sides of the counter 


half the nation’s liquid assets. In short, this upper-crust 
Fabulous Fifth must be reached by any advertiser who 
wants to sell his product successfully. 

More than 80% of House Beautiful’s circulation 
is concentrated in the Fabulous Fifth! To hear 
more about it, and how it can build your sales, phone us 
at PLaza 5-2800 or write to 572 Madison Avenue, New 


York 22, New York. 


tional Assn. of Radio & Television 
Broadcasters. 

Mr. Kobak said it was too soon 
to indicate how the ARF commit- 
tee will go about its work. In an- 
swer to a specific question to that 
effect, he said it is possible that 
the study might result in a reduc- 
tion in the number ef radio and 
TV rating services, though nobody 
could be sure of this in advance. 

Mr. Kobak is chairman of the 
'executive committee of BAB and 
a member of the Radio Affiliates, 
the group which some time ago 

|asked the bureau to take the lead 
‘in clarifying the broadcast re- 
| search picture. 


General Tire Exec 
Becomes MBS V.P. 


New York, May 29—The first 
General Tire & Rubber Co. exec- 
utive to join Thomas F. O'Neil in 
the operation of that company’s 
far-flung radio interests is J. Glen 
Taylor, who formerly was direc- 
tor of government operations for 
General Tire in Washington. 

Mr. Taylor moves into the of- 
fices of the Mutual Broadcasting 
System here with the title of v.p. 
and general executive in charge of 
coordinating the radio-TV prop- 
erties of Thomas S. Lee Enter- 
prises. Mr. O'Neil recently took 
over the active direction of Mutual 
as president, while continuing as 
chairman of the board. 


@ Thomas S. Lee Enterprises, a 
|subsidiary of the General Tire & 
Rubber Co., is the parent company 
of WOR and WOR-TV, New York, 
jand the Yankee and Don Lee net- 
works, and is the majority stock- 
holder of Mutual. 

One of Mr. Taylor’s first jobs 
at Mutual is expected to be the 
consolidation of some departments 
of MBS and WOR. Promotion, ad- 
vertising, publicity, research and 
engineering probably will be com- 
bined. 


| Promotes Philip Bernstein 

Philip Bernstein, general sales 
manager, has been elected v.p. in 
charge of sales of Universal Match 
Corp., St. Louis. 


! WHAT'S GOING ON? 


Manufacturers and their advertisiog 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research aod 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask tor New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON’S CLIPPING BUREAU 


Business Papers e@ Farm Publications 


Consumer Magarines 
343 So. Deorborn St., Chicago 4 


ey ‘ a e 
F , 
' — mam | | | 
3 ! 
¥.” 
4 t s ? ad | 
| the dough 
O 

_ MG ( 
: @)* | a i 
: Wa 4 AS TZ, : 
is \ Lis » KE G 
i | = a lll : <A — a 
a aia 7 = J 

ae —— a 
5 BES Lager te nage ees ean oe SS Ben eee ty Se oe ne 7 eae Reread ong. ta: Se = a 


“Something burning is 
falling through the sky...” 


That something was a hit German plane. 

The time was D-Day, 1944. Speaking from a 
warship in the heat of the battle, George Hicks 
was making his masterful recordings of 

the greatest military action in history. 


First to broadcast from a dirigible and 

from a submarine, Hicks is uniquely a broadcast 
reporter. He joined NBC in 1928, 

a year after network radio began. 


From an eclipse of the sun seen in the Pacific 
to the funeral of George VI, George Hicks’s 
dispassionate reporting has brought America 
to the scene of many of the historic events 

of our time. 


Now in this vital election year Hicks and 
100 other NBC men of news are assigned 
to cover the conventions and the elections 
as they’ve never been covered before. 


The NBC News Center is pre-eminent in 

the field because of men like Hicks, Dreier, 
Warner, Godwin... because of its thousand-man 
news-gathering force . . . because regularly 

on radio and television, NBC broadcasts 

more hours of news than any other network. 


Virtually everyone in America hears the news 
first on radio and television. They hear it 

while it is news. And the fact that the highest 
rated news shows on radio and television are 
NBC’s means most people hear the news first 
and hear more of it from NBC. 


NBC radio and television 


a service of Radio Corporation of America 


< 


_ NBC's MEN IN THE NEWS: Hicks 
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Transit Radio Inc. 
Set to Go Following 
High Court's Ruling 


(Continued from Page 1) 

As a result of the decision, Capi- 
tal Transit Co., Washington, said 
it expects to offer transit broad- 
casts in all of its 1,500 vehicles. 

At present, receivers have been 
installed in about 450 buses and 
streetcars here, under a contract 
with Washington Transit Radio 
Inc. 


s While today’s case dealt largely 
with the procedure of the Public 
Utilities Commission of the Dis- 


trict of Columbia in authorizing {Capital Trarsit buses were used 
broadcasts on Capital Transit ve- for objectionable propaganda. Per- 
hicles, the court’s disavowal of the haps as a veiled warning that 
“forced listening” thesis will apply | there may be a limit to the rights 
to transit radio in a score of other of transit broadcasters, the court 
cities. noted, “there is no issue of that 

In writing the court’s decision, kind before us.” 

Justice Harold Burton said “due/ 

process” was satisfied when the|® The crux of the decision rested 
utilities commission conducted a/| in the court’s refusal to accept the 
hearing and found that the broad- | contention that transit riders have 
casts were not an obstacle to safety| a “right of privacy” under the 
and would not impair public com- | Fifth Amendment of the Constitu- 
fort and convenience tion. 

In striking down the “freedom| The right assumes, the court 
not to listen” argument, advanced | said, that “no matter how much 
under the First Amendment of the| Capital Transit may wish to use 
Constitution, the court pointed out| radio in its vehicles as part of its 
there had been no_ substantial| service to its passengers and as a 
claim that programs broadcast on | source of income, no matter how 
much the great majority of its pas- 


sengers may desire radio in these 
vehicles, and however positively 
the regulatory commission may 
| conclude the use of radio does not 
interfere with convenience, com- 
fort and safety, yet if one pas- 
senger objects to the programs as 
an invasion of his constitutional 
right of privacy, the use of the 


XaAS’ NEW 
WHOLESALE 
MARKET 


radio on the vehicles must be dis- 
continued. 


s “This position wrongly assumes 
that the Fifth Amendment secures 
to each passenger on a public 
vehicle regulated by the federal 
government a right of privacy sub- 
stantially equal to the privacy 
which he is entitled in his own 
home. However completely his 
right of privacy may be at 
home, it is substantially limited 


by the rights of others when its} 


possessor travels on a public thor- 
oughfare or rides on a public con- 
veyance.” 

To some extent, the 
was actually 6% to 1%, for Justice 
Hugo Black filed a statement spe- 
cifying separate views. While he 


concurred with the court’s view | 


that there is no right of privacy on 
transit vehicles, he added, “I am 
of the opinion that subjecting 
Capital Transit’s passengers to the 
broadcasting of news, public 
speeches or propaganda of any 
kind and by any means would vio- 
late the First Amendment.” 


From start to finish...P/A sells all the way! 


<n 


LEVER BROTHERS PLANT 


Loa Angeles 


‘ BECHTEL CORPORATION and 
WELTON BECKET & ASSOCIATES 


Designera & Architects 


ucts by types. 


tectural audience. 


PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
CHICAGO ¢ CLEVELAND ¢ SAN FRANCISCO ¢ LOS ANGELES 


Building product selection begins when men in architectural 
organizations first create the mental image of the project. 
Instantly, this mental picture selects or rejects building prod- 


Your type and brand of products must be sold before archi- 
tectural creation begins... and selling should continue until 
final specifications are written. Progressive Architecture 
sells your products all the way ... to the world’s largest archi- 


To put your products in tomorrow’s buildings, put your prod- 
uct story before architeam members today .. . 


in P/A. 


P/A, READ BY ALL MEMBERS OF THE ARCHITEAM, SELLS ALL_THE WAY TO THE LARGEST ARCHITECTURAL AUDIENCE IN THE WORLD 


decision | 


Advertising Age, June 2, 1952 


In his dissent, Justice Douglas 
noted that’ there were no prece- 
dents for the case. “We write on 
a clean slate,” he exclaimed. 


® He accused the court of constru- 
ing “liberty” narrowly. The listen- 
ers are of course in a public place, 
he said. But riding the vehicle is 
a matter of necessity, not choice. 
“One who enters any public place 
sacrifices some of his privacy. My 
protest is against the invasion of 
his privacy over and beyond the 
| risks of travel.” 

Justice Felix Frankfurter did not 
participate. 

“My feelings are so strongly 
engaged as a victim of the practice 
in controversy that I had better 
not participate in judicial judg- 
ment,” he commented. 


| 

TRANSIT RADIO INC. 

| OPERATES IN 10 CITIES 
CrncINnNATI, May 28—Transit 

Radio Inc. will “very likely” add 


franchises in new cities this year, 
R. C. Crisler, president, told AA 
today. 

The company began business 


here in 1947. It now has contracts 
with transit companies in ten 
‘cities—Des Moines, Pittsburgh, 
Washington, St. Louis, Kansas City, 
Cincinnati, Tacoma, Trenton, Wor- 
cester, and Bradbury Heights, Md 
About 3,200 buses and streetcars 
are equipped for FM reception in 
those cities. 

Before the appeals court setback 
a year ago, Transit Radio was es- 
tablished in 19 markets (21 cities), 
jand 4,700 vehicles were covered. 
|Mr. Crisler said that since Mon- 
day’s high court ruling, he has al- 
ready been queried by prospects in 
other cities. Some FM receivers are 
available for transit vehicles. 


@ Mr. Crisler issued the following 
statement: 

We are naturally grateful that the 
highest court in the country has confirmed 
our five-year-old impression that it is our 
right to engage in private business opera- 
tions. Of equal significance it is recog- 
nized that an active minority cannot dic- 
tate to an overwhelming majority via a 
; remotely construed constitutional issue. In 
}no city where Transit Radio is operated 
have there been any serious objections, 
land even in Washington the so-called 

‘crusade” has been conducted by only a 
| few individuals. Throughout the publicity 
which the case attracted, rider objections 
have been virtually non-existent in all the 
operation cities. In fact. in some local- 
lities where operations were suspended. 
| riders have complained they miss the 
| broadcasts which provided entertainment 
| during otherwise boring fragments of the 
| average daily routine 
| Steps toward reestablishment of national 
| sales facilities have already been taken 
New equipment blueprints are ready and 
expectations are that original costs will be 
lower than in 1950. It is no secret national 
advertisers have shied away from Transit 
Radio on the premise it might be only a 
temporary medium not worth their re- 
search and experimentation. Local custom- 
ers not engaged in such long term think- 
ing. and seeking immediate benefits, have 
largely remained indifferent to pending 
litigation and are consistent clients. 

Whereas the advent of television during 
Transit Radio's formative years was a dis- 
tinct deterrent, we consider the situation 
today to be exactly reversed. While tele- 
vision is more than ever the glamor ve- 
hicle, there will soon be a great deal more 
of it and the division of the audience will 
be that much thinner. Transit Radio can, 
as always, deliver a guaranteed (or “‘cap- 
tive.” if you want to call it that) audi 
ence. The advertiser knows exactly how 
many listeners he is getting for his 
money, can choose his type of audience, 
and cannot be confused by conflicting rat- 
ings or the success of this or that show, 
etc. 


Goodrich Promotes Price 

Robert S. Price, sales manager 
of B. F. Goodrich Co.’s plastics di- 
vision since 1951, has been pro- 
moted to general manager of man- 
ufacturing and sales of the divi- 
sion, effective June 1. He has been 
with the company since 1938, and 
succeeds Clyde O. DeLong, who 
has been advanced to general man- 
ager of the company’s industrial 
and general products division. 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for over 55 years 

90 Fifth Ave., New York 11 
_USTS OR 5-3523 


When you 
need 


RECENT 
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Comics magazines are 
virtually legal tender 
among their young 
enthusiastic readers. They 
are read and swapped . . . 
read and bartered .. . read © 
and traded . . . read and 
passed along until they are 


IN Tae MR Lal + BD As Sy 


literally worn out! 

That's how advertising in 
comics books is hard 

at work around the clock 
and around the calendar, 
making friends and 
followers 365 days a year. 
Little wonder that 
advertising pays off . . . plus! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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B’ the yardstick of major enterprises Kansas City is the 
nation’s most diversified city. Historically its wealth 
derives from the soil—wheat, corn, livestock, oil, lumber— 
but to this must be added transportation, by rail, air and 
highway, and a vast and surging development in the field 
of manufacture. 

So many-sided are Kansas City’s commercial and industrial 
activities, so vital to human life are its products, that Kansas 
City stands supreme among American cities in the year-in, 
year-out uniformity of its prosperity and the virtually un- 
broken record of its progress in resources, production and 


spendable income. 
cow TOWN 


Favored by geography and .transportation facilities, Kansas 
City is a natural terminus and reshipping point for livestock. 
Those same factors qualify it for the processing and packing of 
meat products. A million and a half head of cattle and more 
than 2 million hogs are a normal annual business. Kansas City 
ranks first in the country as a cattle and calf market and first 
as a stocker-feeder market. In addition, Kansas City ranks second 
as a livestock and meat packing center. In a 10-year period 
since 1940 Kansas City livestock shipments showed a gain of 
26% while cattle receipts went up more than 9% in the same 
period. The center of a vast grain and feed producing area 
Kansas City possesses the attributes essential to the maintenance 
of its position as an outstanding livestock market. The Kansas 
City stockyards cover 242 acres and can handle 175,000 animals 


a day. 
GRAIN TOWN 


Located on the eastern boundary of the nation’s largest 
wheat producing state, Kansas City ranks first in the country as 
a cash wheat market and as a primary wheat market. It is 
second in grain elevator capacity. As a feed producing center 
and a sorghum grains market it also ranks second. In 1951 total 
Kansas City grain receipts were 193,831,320 bushels, a gain of 
116% over 1940. With 1951 receipts of 36,421,700 bushels, corn 
showed a gain of 117% over 1940. Wheat receipts in 1951 totaled 
117,643,220 bushels, a gain of 68% over 1940. Production of mixed 
feeds exceeds 630,000 tons annually. In flour production Kansas 
City occupies second position in the nation. Located in the center 
of an area ranking high in agriculture in widely varied categories, 
Kansas City is not dependent upon one or two crops but enjoys 
a prosperity derived from numerous dependable and fundamental 
sources. Truly, Kansas City is the bread basket of America. 


TRANSPORTATION TOWN 


Located within 200 miles of the geographical center of the 
United States, Kansas City enjoys unusual accessibility to all 
parts of the country. It is served by twelve major trunk line 
railroads, six airlines, fourteen bus lines and 147 truck lines. By 
rail an average of 160 daily scheduled passenger movements and 
approximately 257 freight movements serve this community. Kan- 


METROPOLITAN 


sas City’s air passenger traffic totals approximately 850,000 
passengers annually, a growth of more than 500% in a 10-year 
period. Total freight tonnage, rail and truck, in and out of 
Kansas City has chalked up an approximate 46% increase in a 
10-year period since 1940. Testifying to Kansas City’s position 
in transportation is the fact that it is the second largest railroad 
center in the country and the second largest international inland 


air terminal. 
OIL TOWN 


In the drama of oil Kansas City has played a conspicuous 
role. It is strategically located from a standpoint of production, 
distribution and financing. Recent developments reveal the extent 
to which the large oil operators recognize Kansas City’s im- 
portance in the handling, processing and marketing of oil 
products. New facilities at the Phillips Petroleum Company 
entail an estimated outlay of 15 million dollars. The Sinclair 
Refining Company has announced plans for added facilities, and 
the terminal here has been described as the heart of Sinclair's 
pipe line system—the world’s largest—stretching from the Gulf 
to the Atlantic seaboard. At its Sugar Creek refinery, the Stand- 
ard Oil Company is extending operations to increase daily ca- 
pacity from 38,000 to 68,000 barrels. Expansion projects of the 
Great Lakes Pipe Line Company here and in nine states repre- 
sent an estimated 55-million-dollar expenditure. These activities 
combine to make Kansas City one of the most important gasoline 
refining and distributing centers in America. The states in the 
Kansas City Reserve district currently produce approximately 
20% of the nation’s crude oil. 


WHOLESALE TOWN 

Three billion dollars ($3,000,000,000.00) is a sizable figure. 
It represents the approximate annual value of wholesale business 
transacted at Kansas City. In this vital department of trade Kan- 
sas City’s usual rank is about tenth in the nation. All this is quite 
in order, for Kansas City (originally known as Westport) had 
its beginning as a trading post. Here farmers, herdsmen, trap- 
rs, Indians and rivermen met to barter in hides, furs, grain, 
lour, tobacco and the other products that composed the commerce 
of those primitive days. How natural that Kansas City should 
emerge from this to its present prominence in the distribution of 
merchandise to a wide trade area. Transportation and whole- 
saling go hand in hand. It’s hard to separate cause and effect. 
Whether Kansas City’s wholesaling is the result of superlative 
transportation facilities or vice versa is academic. The important 
thing is that Kansas City excels in both these important trade 
functions. The benefits of such a combination affect favorably 

every other phase of community enterprise. 


FACTORY TOWN 


Kansas City is making rapid strides in manufacturing. There 
are more than 1,300 manufacturing establishments in the Kansas 
City metropolitan area. Number of employees in these estab- 
lishments exceed 108,000. Annual wages are in excess of 218 
million dollars. Total value added by manufacture in the Kansas 
City plants approaches half a billion dollars annually. More 
than 20,000 persons are employed just in firms manufacturing 
food and kindred products. Heavy employment is found also in 
the apparel industry, in the fabricated metal products industry, 
and in concerns manufacturing transportation equipment. Kan- 
sas City ranks among the top ten garment manufacturing centers 
in the United States. Since 1939 the number of production work- 
ers employed in metropolitan Kansas City has increased 61%. It 
is noteworthy that manufacturing is on a highly diversified scale 


Reaches 95% of All: 


Metropolitan Kansas City includes four major 
urban communities: Kansas City, Missouri; Kansas 
City, Kansas; North Kansas City, Missouri; and Inde- 
pendence, Missouri. The four-county area that the 
United States Census Bureau defines as the metro- 


KANSAS CITY 


KANSAS CITY... 


Cow Town! Grain Town! Bank Town! Oil Town! Lumber #™ 
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in the Kansas City area, thus contributing to a stable and de- 
pendable and economic condition. The number of all persons 
gainfully employed in Kansas City exceeds 381,000. 


LUMBER TOWN 


Kansas City’s outstanding position in the lumber industry 
is indicated by the fact that such leading manufacturers as Long- 
Bell, Dierks, Pickering and Oregon-American have their head- 
quarters here. Lumber handled through Kansas City whole- 
salers and manufacturers averages 200 carloads daily or 50,000 
cars annually. This represents more than a billion feet a year 
with a monetary value of 75 million dollars. Kansas City’s 
retail lumber business has grown to 55 yards doing more than 
20 million dollars business annually. Since 1946, retail lum- 
ber sales in Kansas City showed an increase of more than 
70% in annual business. Kansas City ranks second in America 
as a producer of walnut products. Continuing activity in home 
building in the Kansas City area presages a continuing growth 
in the lumber industry. 


BANK’ TOWN 

Kansas City is the home of the Federal Reserve Bank for 
the Tenth Federal Reserve District. The Kansas City Federal 
Reserve has total resources of approximattely 2 billion dollars, 
making it the largest financial institution west of St. Louis and 
east of San Francisco. Nationally, Kansas City is known as a 
principal correspondent bank center. Only New York and Chicago 
have more business of this type than does Kansas City. Normally 
only about a dozen cities, all larger than Kansas City, have,more 
deposits than Kansas City. In 1951, Kansas City ranked $th in 
the nation in bank clearings. Total Kansas City clearings for 
that year were in excess of 18 billion dollars, representing a 7.9% 
gain over 1950. There are approximately fifty banks in Greater 
Kansas City. They employ more than 3,200 persons on an annual 
payroll exceeding 8'2 million dollars. It is estimated that half 
the money in Kansas City banks comes from the trade area and 
half from local sources. 


IMPLEMENT TOWN 


As Kansas City is the heart of the greatest agricultural area 
in the country, it is but natural that Kansas City usually ranks 
first nationally as a distribution center of farm equipment. This 
position varies, due to crop conditions. Combined total annual 
sales by Kansas City firms handling farm implements are be- 
tween 125 million and 150 million dollars. These firms have 
approximately 8 million dollars invested in plants here. In the 
neighborhood of 2,500 retail dealers in the area surrounding Kan- 
sas City are served by the city’s implement industry. It is esti- 
mated that the industry here has better than 2,000 employees in 
mechanical and parts service, machinists’ operations, office duties 
and sales activities. 


MOTOR CAR TOWN 


As a motor car assembly center, Kansas City is forging 
steadily ahead. Three large manufacturers maintain assembly 
plants here. In addition to its present facilities, Ford is construct- 
ing a new 40-million-dollar plant, which for the present is being 
pointed toward defense production. Chevrolet has an assembly 
plant at Leeds, in the Kansas City metropolitan area. This plant 
recently ran off the 27 millionth car produced by the company, 
which also marked more than 2 million cars turned out by the 
plant here since 1928. The General Motors assembly plant in 
Kansas Citys Fairfax district normally is devoted to production 


politan area of Kansas City contains a popul 
854,000. The Kansas City Star reaches 95% of all 


the homes in this great compact market not just once in America. 


a day, but twice each day with a carrier-delivery service 
unique among American newspapers. The Star's total 
net paid circulation exceeds 718,000 copies daily. Its 


KANSAS CITY !729 Grand Avenue 


HArrison 1200 CHICAGO 


202 S. State St. 
WEbster 9-0532 


MULTIPLE CITY! 


B Town! Railroad Town! Factory Town! -- they all fit Kansas City 


of Buick, Oldsmobile and Pontiac cars. It is now in the process 
of conversion to construction of jet aircraft. An interesting side- 
light on the growth of the motor car production industry here 
is provided by the fact that Kansas City employment in this line 
has jumped from 3,700 in 1939 to 10,700 in 1951, an increase of 189%. 


SHOPPING TOWN 

Kansas City’s retail areas enjoy national prominence as 
being among the most complete and most beautiful in the country. 
In Greater Kansas City there are almost 8,000 retail stores. The 
Kansas City metropolitan area ranks 15th in America in retail 
sales with a total volume well over a billion dollars annually. 
Nearly 50,000 persons are employed by Kansas City retail busi- 
ness with a yearly payroll approaching 150 million dollars. The 
United States census of distribution in 1939 listed retail sales for 
Kansas City at $296,500,000. With a present day figure exceed- 
ing a billion dollars, an increase of 246% is indicated over a 10- 
year period. The hub of a prosperous drive-in territory, Kansas 
City derives an estimated 10% of its total retail sales from people 
living outside the metropolitan area. 


HOME TOWN 


Kansas City is a home city. Its residential sections are gerr 
erally recognized as the most beautiful in America—a distinction 
resulting from advantages in climate and topography plus the 
man-made factor of long range planning and a unique scheme of 
restrictions. Educationally Kansas City is an attractive place for 
families with children. In addition to its splendid public schools, 
Kansas City has a large university, a large college, a fine arts 
school, a conservatory of music and numerous church and private 
schools of junior college rank. Kansas City is the home of the 
great University of Kansas Medical Center, which rates among 
the foremost institutions of the country in medical research. 
The William Rockhill Nelson Gallery of Art is one of the city’s 
show places. A building of imposing beauty, it ranks in archi- 
tecture, appointments and content with the nation’s leading art 
galleries. The city-owned Kansas City Museum houses collections 
in the fields of natural and social history. To satisfy all tastes 
in music Kansas City has a philharmonic orchestra for lovers 
of classical music and a Starlight theater that during the sum- 
mer months presents operettas and musical dramas in the lighter 
vein. Municipally operated parks, playgrounds, tennis courts and 
swimming pools are among the other facilities that contribute to 
Kansas City’s fame as a home city. 


A GROWING TOWN 

Indicative of the city’s amazing residential expansion is the 
fact that nearly 18,000 housing units, single family dwellings and 
apartments, have been added in metropolitan Kansas City in 
1950 and 1951. In just one section of the city—the Johnson County 
area—-almost 10,000 new residents were added in 1951. Housing 
facilities, practically all single family dwellings, are keeping pace. 
Three public housing projects for low income families in the 
Kansas City area represent an ultimate outlay of nearly 13 mil- 
lion doliars. In 1951 a total of 5,000 new residents moved into 
the Clay-Platte area. In this area the Kansas City Power & 
Light Co. installed 1,238 new residential meters. Residential 
expansion is, of course, the result of a sound business economy. 
The city’s steady growth in manufacture, distribution, transporta- 
tion and finance have been covered in other sections of this ad- 
vertisement. Strictly from a standpoint of merchandising possi- 
bilities the factors described here denote a market of unusual 
potentials and one that merits thorough investigation. 


4.000 Population ... 


of national advertising rate, per thousand copies, is lower 
by far than that of any other standard size newspaper 
For further information about Kansas 
City and The Star write, wire or telephone any of 
The Star’s offices whose addresses appear at 
bottom of this page. 


15 E. 40th St. 


NEW YORK MuUrray Hill 3-6161 
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Nothing Is Free, Says the FTC 


The recent Federal Trade Commission order reaffirming its stand 
of several years ago on the use of “free” in advertising is of direct 
and immediate concern to all advertisers. 


' The case involved the Book-of-tne-Month Club, but similar cases 


fe pending, and presumably will be decided in exactly the same 

fy, against five or six other book clubs. 

What is causing the furor is not the FTC’s cease and desist order, 
but the essay by FTC Chairman James M. Mead which accompanied 
that order. He said, among other things: 

*The word ‘free’ as used by the [Bock-of-the-Month Club] makes 
a Bingle representation, and, being untrue, cannot be qualified; it 
cam only be contradicted. A statement in an advertisement which is 
tafally false cannot be qualified or modified... 

If it is false, it is unfair, and if it is unfair, it violates the Federal 
de Commission Act regardless of whether actual injury or de- 
ception may be involved.” (The italics are ours.) 

“According to Mr. Mead, therefore, “free’’ means literally without 
cost. and with no strings whatever attached. A retail store cannot 
offer “one bar of soap free with the purchase of three”; a manufac- 
tufer cannot offer “a dozen free with the purchase of a gross”; an 
aMusement park cannot sell an admission ticket which includes a 
“ffee” ride on the merry-go-round. None of these “things” are free. 
They have conditions attached to them. 

Mf course, Chairman Mead may be technically correct. But if he 
inBists on getting that technical, how about going all the way, in- 
st@ad of only part way. Suppose you say to your neighbor: “I have 
just switched to gas heat, and I have a couple of tons of coal in my 
Basement which you can have free if you will haul it away.” If Mr. 
Mead is correct, you are making a false statement, and attaching a 
qualification to your gift that makes it “conditional.” He’s got to 
haul the coal away; it is only free if he does so. 

But this gets too silly. The important point in all this discussion 
is Mr. Mead’s that the Book-of-the-Month Club 
“free” violates the law regardless of “whether actual injury or de- 


assertion use of 
ception may be involved.” 

“actual injury or 
deception.” If we are not mistaken, it says so in its preamble. If the 


rhe law presumably was designed to prevent 


effect of an advertisement in causing “injury or deception” is not 
even a point at issue, what is the purpose of the law? To make cer- 
tain that language is used only in a purified and rarified form which 
will satisfy the most learned lexicographer? 

The decision will be appealed. And the appeal should have the 
ful! support of every one who believes that laws ought to be ad- 
ministered to perform a useful social function, and for no other 


reason 


A Word for the Bedeviled Client 


We're a little tired of having everybody make fun of the client. 
The client, it seems, louses up the copy, the artwork, the photography 
in advertising. He invariably is a dope at picking media schedules, 
he doesn’t Know a Starch rating from a starched shirt, his wife is 
always getting into the act, etc., etc. 

Much of this criticism, of course, is valid, But it comes too often 
with the same poor grace as that exhibited by the unsuccessful sales- 
man who gripes about the shortcomings of the prospects he can’t sell. 

Good clients ought to be understanding clients, who recognize that 
they hire specialized talents to do specialized jobs better than they 
can do them themselves. But that doesn’t mean that a client ought 
to take everything the “experts” toss at him without daring to dis- 
agree 

After all, it’s their money that’s being spent 


j 


wi 


What They’re Saying 


You're on Your Own 


It’s entirely up to you: (a)— 
to vote as you choose; (b)—to bet- 
ter your own or any political party 
you like; (c)—to work as an inde- 
pendent voter if you so prefer; (d) 
—to act as a “committee of one” 


|in stirring up the tens of millions 
| who neglect to go to the polls (it 


is important that each be left per- 
fectly free to decide for himself 
how to vote). 

Thinking people are generally 
aware of the present vital need for 
positive, individual participation in 
public affairs. But most persons 
seldom do more than complain. In 
fact, with each succeeding election 
year, fewer even vote. 

The big hope lies with the 
awakening of millions who will use 
their time, energy and resources in 
a constructive effort to save the fu- 
ture of the nation. } 


—Christopher News Notes, Published 
by The Christophers, New York. | 


The Real Target 


Rep. Clarence Brown of Ohio, a 
newspaper publisher, got fed up 
the other day listening to his left- 
wing colleagues attribute high 
prices and many other evils to 
the cost of advertising. 

He said critics of advertising, 
whether by intent or because of 
ignorance, do not have their facts 


straight. 
The function of advertising, he 
said, is to make the consumer 


aware of a product that fits his 
particular need and thus to create 
a market which brings the product 
within the buying range of all the 
people. In doing this, as Mr. Brown 
said: 

“In a large but very real sense, | 
advertising creates a higher stand-| 
ard of living.” | 


high standard of living in America. 
The critics of advertising know 
this, but they also know that ad- 
vertising revenues are the main 
support of newspapers, and most of 
them do not like newspapers. 

New Deal politicians particularly 
do not like newspapers. Ever since 
the New Deal program of making 
America over in the Socialist pat- 
tern got into high gear, the ma- 
jority of newspapers in the country 
have opposed it. 

So every time you hear a poli- 
tician talking about advertising in 
terms of high prices, when in fact 
it is indispensable to a volume of 
production bringing the whole 
range of the useful things of our 
American way of life into the 
homes of our people, you can be 
sure it is the free American press 
which is the real target. 


—Editorial in the Chicago Herald- 
American May 16. 


The Repeat Sale Depends... 
The lifeblood of a consumer in- 
dustry is selling and advertising. 
There are many in this audience, 
as I know from experience, who 
have the illusion that is all there is 
to the cigaret business (those who 
see our factory will be in for a 
sharp awakening). But I earnestly 
call to your attention the fact that 
all advertising and selling can do 
is to sell that first pack of cig- 
arets; the second pack can only be 
sold if the first pack contained cig- 
arets of a quality that pleased the 
consumer. Neither advertising nor 
all the magic of selling can make 
a consumer repeat his purchase of 
cigarets—or for that matter, autos, 
bread, shirts or services—if his first 
purchase was unsatisfactory. And I 
say there is no easier way of losing 


Advertising Age, June 2, 1952 


Rough Proofs 


| Baseball clubs which have lost 
{so many of their choicest dates 
during this backward spring are 
convinced that the weather bu- 
reau’s deflation program has gone 
| far enough. 


Gladys the beautiful reception- 
ist says she hears some television 
dealers are offering terms of noth- 
ing down and forever to pay, and 
|she’s pretty sure the sets won't 
last that long. 


When Pabst asked TV viewers 
of the LaMotta-Hairston middle- 
weight brawl, “What’ll you have?” 
most of them had to admit it was 
|a fight picture they could see. 

. 

A lot of advertising agencies 
| which say they don’t believe in 
speculative presentations insist 
their handsome layouts, comps and 
copy are usually an excellent in- 
vestment. 


Promotion managers say their 
list maintenance job would be a 
lot easier if the agencies would just 
arrange for their clients to stay 
put. : 


* 

Paint manufacturers are sur- 
prising their customers by provid- 
ing odorless finishes without the 
aid of that universal panacea, chlo- 
rophyll. 


The new streamlined policy of 
Allstate, the Sears, Roebuck insur- 
ance company, is “clearly illus- 


trated and described in fewer 
words of larger type.” 
That’s telling ’em! 
_ 
Maybe the revolutionary new 


idea of changing the fine print in 
insurance policies to “fewer words 
of larger type” will be applied one 
of these days to railway time 
tables. 


Some newsmen think the main 
job of public relations men is to 
get their clients’ names in the 
paper, and they'd be surprised to 
learn how often they succeed in 
keeping them out. 


The age of rugged individualism 
is not yet over. We are assured 
that the memoirs of ex-President 
Hoover have been produced with- 
out the aid of a ghost writer. 


The story of the life of Winston 
Churchill proves beyond doubt 
that in addition to his other mag- 
nificent achievements, he could 
easily qualify as a Lord Calvert 
“Man of Distinction.” 


Spaulding’s assurance to golfers 


No product useful or essential or 4 Steady customer than to have him) that “The old water hole isn’t what 


pleasing to the American people | 


ever costs them more because of | 
advertising. | 

Advertising, true enough, is part 
of the total cost of any product.! 
But it reduces other costs because 
of the spread permitted when any 
product is widely sold, as no prod- 
uct can without advertising. | 

Mr. Brewn is right that adver- 
tising is a major source of the} 


run into a streak of bad luck with 
your merchandise. 
—O. Parker McComas, president of 
Philip Morris & Co., speaking before 
the Louisville Chamber of Com- 
merce at ceremonies opening Philip 
Morris’ new plant in Louisville. 


Stopette’s Stopper 
Remember, even the thrill of a 
kiss may cause perspiration. 
—From TV commercial for Stopette. 


}she used to be—now that you're 
playing a lot” would be even more 
}convincing if accompanied by a 
| few vital statistics on the subject. 


Tip to TV cameramen working 
the Democratic national conven- 
tion: Better keep Gov. Adlai Stev- 
|enson of Illinois well in view. 

Copy Cus 
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BUSINESS IN PHILADELPHIA, 
THE NATION’S 3rd MARKET, IS CONSTANTLY 


NEW MULTI-MILLION DOLLAR MACARONI 
PLANT TYPIFIES THE GROWTH OF PHILADELPHIA 
INDUSTRIALLY, BIG PHILADELPHIA IS GROWING 
EVEN BIGGER... GOING PLACES WITH RAPID STRIDES! 


This new plant of V. La Rosa & Sons, Inc. is the 
world’s largest and most modern of its kind. Through- 
out Philadelphia, food processors turn out billions 
of dollars worth of their production for consump- 
tion throughout U.S. and the world. 
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LINAGE THE INQUIRER IS IN 
UNDISPUTED FIRST PLACE IN PHILADELPHIA! 


Making daily increases in advertising linage, THE 
INQUIRER stays way out in front among 
Philadelphia newspapers. Today, THE INQUIRER 
leads in NATIONAL, RETAIL, DEPARTMENT 
STORE, CLASSIFIED and TOTAL advertising ! 


| THE INQUIRER, PHILADELPHIA’S FIRST NEWSPAPER, 
mh, | MATCHES THE CITY’S FORWARD STEPS WITH ITS OWN 
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Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia ' 


Che Philadelphia Pnguirer 


ian Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Gallup, Roper, Hart to Discuss Polls at 
Management Conference Set for June 19-20 


New York, May 27 


Management Assn. will hold 


dorf-Astoria. About 500 
country are expected to 
trends and issues in the 
management picture 
Among the highlights of 
conference will be 
agement 
Dr. George 


study 
current 


a panel on man- 
polls and pollsters with 
Gallup, Elmo Roper 
and Clyde Hart being interviewed 
by Don G. Mitchell, president of 
Sylvania Electric Products. Ralph 
J. Cordimer, president of General 
Electric Co., will discuss “Prob- 
lems of Management in a Large 
Decentralized Organization.” 

The popular “presidents’ 
table” of AMA general manage- 
ment conferences will feature a 
discussion of the principal issues 
confronting management leaders 
Chairman of the panel will be 
Cecil F. Dawson, president of 
Dixie Cup Co. Serving on the 
panel will be Curtis G. Benjamin, 
president of McGraw-Hill Book 
Co.; Wayne J. Holman Jr., presi- 
dent of Chicopee Mills; Meyer 
Kestnbaum, president of Hart 
Sehaffner & Marx, and George S. 
Dively, president of Harris-Sey- 


“Bold Co 


wat a round table session on the 
Diisiness outlook, Murray Shields, 
GMairman, v.p: of Bank of the 
Manhattan Co. will the 
B@Mers! current economic factors. 
F@reign economic conditions will 
b@ covered by Dr. E. M. Bern- 
gt@in, director of research of In- 
tefnational Monetary Fund. Com- 
mb prices and trends will be 
ered by J. Roger Wallace, com- 
New York Journal 


lity editor, 
OF Commerce, capital expendi- 


*s, by Dr. Dexter M. Keezer, 
«tor, department of economics, 
rraw-Hill Publishing Co.; and 


war and labor conditions, by Dr. 
L@ Wolman, director of National 
i of Economic Research. 
eflecting the concern of man- 
ag@ment over the political situa- 
tiadh, Raymond Moley, contributing 
e@tor of Newsweek, will outline 
tr@énds affecting management. A 
review of the effectiveness of ed- 
u@tion for management will be 
pFesented by Lyndall F. Urwick, 


round 


discuss 


A BUSINESS MARKET 


WORTH DEVELOPING! 


Kiwanians as Executives 


60,849 Owners 

28,823 Partners 

30,024 Officers of Corporations 
28,023 Directors of Corporations 
27,823 Managers 

11,209 Branch Managers 

4,004 Department Heads 

53,602 Sales Managers 

3,203 Superintendents 

2,002 Assistant Managers 


Kiwanians as Employers 


70,857 employ 1 to 4 persons 
30,225 employ 5 to 9 persons 
32,226 employ 10 to 24 persons 
19,016 employ 25 to 49 persons 
10,408 employ 50 to 99 persons 
12,410 employ 100 to 499 persons 
1,001 employ 500 to 999 persons 
600 employ over 1,000 persons 


TOTAL CIRCULATION 210,000 


Danie! Starch Readership Study and complete 


morket information available on request. 


the KIWANIS Magazine 


PUBLISHED FOR COMMUNITY LEADERS 
$20 N Michrgon Ave. Chucego I! we 


American 
its 
mid-year general management con- 
ference June 19 and 20 at the Wal- 
business 
executives from all sections of the 


the 


chairman of Urwick, Orr & Part- 
ners, London, England, who is di- 
rector of AMA's recently initiated 
“Study of Management Education 
for Itself and Its Employes.” 


@ AMA's annual business meeting 
will be held June 19 at 4:30 p.m. 
Don G. Mitchell, president of Syl- 
vania Electric Products and chair- 


man of the association’s executive 
committee, will preside. Following 
election of officers and directors, 
Lawrence A. Appley, AMA presi- 
dent, will present an outline of 
management trends as observed 
through association contacts with 
the various companies that com- 
pose the oganization’s member- 
ship. 


Prusky Joins Ow! Drug 


Samuel C. Prusky, president of 
Whelan Drug Co. of California for 


. 


KILLINGSWORTH-UNION AVENUE DISTRICT 


where more than 50,000 Portlanders 


the past five years, has been ap- 
pointed v.p. in charge of store 
operations of Owl Drug Co., Los 
Angeles. He will be concerned with 
all phases of store operations for 
Owl’s 77 stores on the West Coast. 


Gould Appointed A.M. 


James W. Gould, formerly as- 


sistant advertising manager of E. | 


F. Hauserman Co., Cleveland, has 
been appointed advertising mana- 
ger of Virginia Metal Products 
Corp., Orange, Va. He will make 
his headquarters in Pittsburgh. 


Advertising Age, June 2, 


Canadian Magazine Ads Up 
The Magazine Advertising Bu- 
reau of Canada reports that adver- 
tising in principal magazines in 
Canada was up 7.2% in April, 1952, 
as compared with the same month 
last year. The gain during the first 
four months of 1952 was 3.9% over 
the corresponding period of 1951. 


Kranso Named Sales Head 


Newton Kranso has been ap- 
pointed sales manager of Shade- 
master Aluminum Awning Corp., 
Kenmore, N. Y 


shop regularly. 


FURNITURE DEALER 


Bob Calef reports, 


to sell makes KGW tops.” 


Celebrating our 31st Year 
of Leadership and Community Service 


“Aggressive 
merchandising, loyal friendships 
among retailers and proven ability 


PORTLAND, OREGON 
REPRESENTED NATIONALLY BY EDWARD PETRY & CO., Inc. 


BANKER “.° ox: 

° anager, 
Union branch, U. 
states, 
Portland area is KGW. Truly the 
‘choice’ in our area.” 


THE 


PORTLAND 
OREGON 


Now, more than ever before, the rich, ever-growing 


Columbian Empire offers a top market for your 


product and KGW offers the way to greater sales for 


you through its proven public acceptance and proven 


S. National, 
“The voice that sells in the 


merchandising plan. You want to buy where they're 
listening and KGW offers the largest audience of any 
Portland station. An area of nearly 12,000 square 
miles you can cover with this one station! Get this 


power that produces for your product now. 


1952 
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Starts Canadian Campaign 
Atvidaberg Industries of Swe- 
den, maker of Facit business ma- 
chines and Halda typewriters, is 
planning a campaign to begin next 
fall—through Anderson, Smith & 
Cairns, Montreal—in business pa- 
pers and dailies, as an initial ad- 
vertising program in Canada. 


McDonald-Thompson Moves 

McDonald-Thompson, publish- 
ers’ representative, has moved its 
Denver office to the Colorado Na- 
tional Bank Bldg. 


| Barker to Porter-Cable 


Curtis H. Barker Jr., formerly 
sales manager of the pallet loader 
division of Lamson Corp., Syra- 
cuse, has been named executive 
assistant to John A. Proven, v.p. in 
charge of sales for Porter-Cable 
Machine Co., Syracuse. 


Chart-Pak Appoints La Fond 


Chart-Pak Inc., maker of pre- 
fabricated charting equipment, has 
appointed Richard La Fond Ad- 
vertising, New York, to direct its 
advertising. 


Scher Names Sherres Agency 


M. G. Scher & Associates, New 
York, has appointed Marvin Sher- 
res Advertising, New York, to han- 
dle trade and consumer advertis- 
ing of Roy Rogers and Dale Evans 
chenille bedspreads, drapes and 

| rugs. 


Appoints Flint Inc. Agency 
Tool Engineer, official maga- 
zine of the American Society of 
| Tool Engineers, has appointed 
Holden Clifford Flint Inc., 
' troit, to handle its advertising. 


De- | 


Finley Joins Weintraub 


George M. Finley, formerly di- 
rector of plans and research for The 
American Weekly, has joined the 
marketing department of William 
H. Weintraub & Co., New York, in 
an executive capacity. 


Time Inc. Boosts Two 


Richard E, Coffey, with Time 
Inc. since 1945, has been promoted 
to advertising promotion manager 
of Fortune. He succeeds John Fis- 
tere, who has been appointed man- 
‘ager of sales development. 


OUTSTANDING CHOICE OF THE RADIO AUDIENCE: KGW! 


ie 


“LAW OFFICE 


Clifford Thompson, 


hea 


ap" PS 
=| CLIFFORD M.THOHPSON | | 
are 


eee 


~) ATTORNEY AT LAW! 


foot-four, relates, “KGW is 
the en of Northwest radio and produces 
and shoulders above anyone else.” 


a 


Mrs. Alice Brown 
avers, “We're al- 
ways ‘sure’ of the products advertised on 
KGW. It is the community leader that 
brings us the best.” 


west radio 


ing plan is the best to hit our area in North- 


H. C. Hamnett says, 
“KGW’s merchandis- 


history. Sales boom for KGW- 


advertised products.” 


eight- 


DRUGGIST 


Don Sloop declares, 
“KGW is first with 


2% - ~. : news, music and all-around entertainment 
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peals to everyone and is everyone's choice.” 


Joyce Elected President 

Thomas F. Joyce has been 
elected president of Raymond Ro- 
sen & Co., Philadelphia distributor 
of household specialty appliances, 
and of Philadelphia Appliance 
Service Corp. He succeeds Ray- 
mond Rosen, who died April 8. 
Before joining the company as a 
partner in 1945, Mr. Joyce had 
been with Raaio Corp. of America 
for 23 years, holding several ex- 
ecutive positions, including that 
of v.p. 


Chase Transfers Rothleitner 

Homer L. Rothleitner, v.p. of 
Chase Candy Co., St. Louis, is 
transferring to Chicago to take 
over Chase operations. Chase re- 
cently purchased assets of two 
large Chicago manufacturers—Nu- 
trine Candy Co. and Shotwell Mfg. 
Co. Mr. Rothleitner has been in 
charge of Chase sales to variety 
syndicate chains. 


Ringquist to Reingold Co. 

A. Lennart Ringquist, formerly 
in the television film department 
of WBZ-TV, Boston, has joined 
the television department of Rein- 
gold Co., Boston. 


House & Garden 
medium of 


wr 


House & Garden readers 
have high incomes... 
20% have incomes of 


$25,000 


and over 


| 


39% have incomes of 


$15,000 


and over 


55% have incomes of 


410,000 


and. over 


Subscriber survey, 1951 
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300,000 
+500,000 


the number in 10 
years to well over 


That’s the steady growth record of The Elks Mag- 
azine subscribers! 


The Elks market is twice as important to you as it 
was in 1942, and getting more important every 
year. 


And you can double the value of this market 
again, due to Elks having twice the national me- 
dian income. 


Yet The Elks Magazine advertising rate is a mass 
rate of only $5.50 a line. 


MAGAZINE 


re 


| New York + Chicago * Detroit + Los Angeles 


| srr UP THE SALE OF YOUR TELEGRAM-GAZETTE ADVERTISED GOODS 


isre UP THE SALE OF YOUR TELEGRAM-GAZETTE ADVERTISED GOODS 


* 


ie UP THE SALE OF YOUR TELEGRAM-GAZETTE ADVERTISED GOODS 


ISED GOODS 


Mou can ISED GOODS 
add exha 

SED GOODS 
salesmen 


at no ; 
extra 


STEP UP THE SALE OF YOUR TELEGRAM-GAZETTE ADVERTISED GOODS 


STEP UP THE SALE OF YOUR TELEGRAM-GAZETTE ADVERTISED GOODS 
your copy, io available af our representatines, 
Moloney, Regan & Schmikl, o here in Woreesler 


WORCESTER 


TELEGRAM 


OWNERS 


-GALENE 


OF RADIO 


STATION WITAG 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


Notionol Representatives 


George F. Booth, Publisher 


AND WITAG-FM 


a, eee 


‘Agate Line’ Theme 
Shapes Program of 
NAEA Summer Meet 


WASHINGTON, May 27—The sum- 
mer meeting of the Newspaper Ad- 
vertising Executives Assn. at Day- 
tona Beach June 23-25 is shaping 
up as an “agate line’ convention, 
according to Herbert G. Wyman, 
NAEA president and ad director 
of the Pittsburgh Post-Gazette. 

Pertinent and complicated prob- 
iems of the industry will be ap- 
proached in an ad manager’s semi- 
nar, patterned after the American 
Press Institute seminar held at 
Columbia University last Febru- 
ary. 

The seminar will dig into such 
areas as censorship of advertising 
copy, bonuses, rates on theater ad- 
vertising and ways of building 
Saturday space. 


| 


® Among the highlight speakers 
will be Richard Rich, president of 
Rich's Inc., Atlanta, and William 
P. Engel, president of the Bir- 
mingham Chamber of Commerce. 
Mr. Engel will tell NAEA mem- 
bers about the “Birmingham 
Plan” for attracting new industrial 
resources to the community. 

Other speakers include Garth 
Cate, chairman of the National 
Assn. of Travel Agents, and Phil- 
ip Salisbury, editor of Sales Man- 
agement. 

On the seminar agenda are Wal- 
ter Everett, associate director, 
American Press Institute; Stanley 
Ferger, advertising director, Cin- 
cinnati Enquirer; James J. Bur- 
nett, advertising director, Bing- 
hamton Press; Russell E. Scofield, 
advertising director, Lexington 
Herald and Leader; Richard S. 
Stephenson, advertising director, 
Richmond News-Leader; Leon 
Kendall, retail ad manager, Pas- 
saic Herald-News; Thurman W. 
Sallade, ad manager, Patriot-Ledg- 
er, Quincy, Mass.; Carl Gillespie, 
advertising director, Tribune and 
Democrat, Johnstown, Pa. and 
Irwin A. Simpson, advertising di- 
rector, St. Petersburg Times. 

Don Bernard, advertising direc- 
tor, Washington Post, and NAEA 
v.p., is in charge of convention 
plans. 


Names Mortimer Ad Manager. 
Promotes Harold Laird 

Pan American World Airways, 
New York, has appointed Stanley 
G. Mortimer Jr., formerly an ac- 
count executive 
of Batten, Barton, 
Durstine & Os- 
born, advertising 
manager. It also 
has promoted 
Harold J. Laird 
from assistant 
advertising man- 
ager to sales pro- 
motion manager. 
The appoint- 
ments are effec- 
S tive June 1. 
S. G. Mortimer Jr. Mr. Mortimer 

has been in ad- 

vertising since 1936, with the ex- 
ception of three years in the Navy 
with the rank of lieutenant com- 
mander. 


BBDO Transfers Thomas 

John Thomas, account group 
head on the Standard Oil account 
for Batten, Barton, Durstine & Os- 
born, San Francisco, will leave to 
go back into the creative field in 
New York. He will be succeeded 
by John B. Pollack, account group 
head of the agency in New York. 


Whiteman Joins Block Agency 

Nadeen Whiteman, formerly wo- 
men’s editor of the Review, Mil- 
waukie, Ore., has been appointed 
copywriter and account executive 
of Adolph L. Bloch Advertising, 
Portland, Ore. 


N. Y. Agency Changes Name 


Robert Conahay & Associates, 
New York agency, has changed its 


;mame to Robert Conahay Inc. \ 


7" SO 8c. et rae 
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Getting Personal 


P. C. Lauinger, publisher of Oil & Gas Journal, Tulsa, Okla., is on 
a European trip, accompanied by Mrs. Lauinger and their seven 
children. He will return after a five weeks’ tour... 

Donald Abert, business manager of The Journal Co., publisher 
of the Milwaukee Journal and operator of stations WTMJ and 
WTMJ-TV, has been initiated as an honorary member of the Quill 
and Scroll chapter at Milwaukee-Downer Seminary. He is president 
of the board of trustees at the girls’ school. Quill and Scroll is a 
national honorary journalism society. ..The publicity committee for 
the 1952 Community Chest drive in Milwaukee is headed by Howard 
L. Peck, v.p. of Hoffman & York... 

There'll always be azaleas and the Wilmington, N. C., Azalea 
Festival Assn. has elected Rye B. Page Jr., co-publisher of the 
Wilmington Star-News, as its 1953 president...The hat of Samuel 
G. Atkinson, assistant professor at Boston University’s school of 
public relations, went into the ring with announcement of his 
candidacy for the Republication nomination for U.S. Representative 
from the 10th Massachusetts District... 


HATHAWAY MEYER—Hilarity was the mood judging by this group at the head 

table during a Tavern Club dinner for Larry Meyer on his retirement as ad mana- 

ger of International Cellucotton Products, Chicago. Left to right are Art Tatham, 

Tatham-Laird; Lloyd Maxwell, Roche, Williams & Cleary; the guest of honor (pre- 

sumably wearing a Hathaway shirt); Charles S. Pearce, a director of International; 
and Wallace Meyer of Reincke, Meyer & Finn, a brother of Larry. 


A gift of $100,000 from Col. Robert R. McCormick, editor and 
publisher of the Chicago Tribune, has been received by Lake Forest 
Academy, boys’ preparatory school whose board of trustees is headed 
by Gen. Robert E. Wood, of Sears fame. . .Rock Island, IIl., studying 
the city manager form of government, has Leslie C. Johnson, general 
manager of WHBF and WHBF-TV, as chairman of the citizens’ 
executive committee working on the problem... 

There’s a softball team of Boston admen challenging everybody 
thereabouts except the Red Sox and Braves. Known as the Hot 
Rocks, the team was put together by Jordan Phee, of the Sutherland- 
Abbott agency, and John Claghorn and Bob Brinker of Time... Ota 
Sargent Joy, ad manager of Plotkin Bros., Back Bay Boston women’s 
specialty shop, was inducted into the company’s Quarter Century 
Club at a recent Sheraton Plaza banquet.. . 

Walter V. McKinney, assistant to the publishers of the Argus, 
Hillsboro, Ore., and Mrs. McKinney are parents of their first child, 
Margaret Louise, born April 28. The baby’s grandfather is W. Verne 
McKinney, co-publisher of the Argus, and one of her four living 
great grandmothers is Mrs. Emma C. McKinney, co-publisher of the 
paper with her son and dean of Oregon newspaper women. . 

J. Walter Thompson v.p. Maurice F. Hanson has been named 
chairman of promotion for the Community Chest campaign in Stam- 
ford, Conn., where he lives. ..The Boston Globe’s radio editor, Eliza- 
beth Sullivan, reported in a recent column that Boston’s Ray Gir- 
ardin, WEEI exec, has been corresponding with a namesake, Ray 
Girardin, Detroit News reporter and newscaster on CKLW. The 
Boston Ray, it seems, spotted the name of the Detroit Ray in Ap- 
VERTISING AGE and began a correspondence course in friendship 
that has been going on for the past five years. . . 

The Printing Supply Salesmen’s Guild of New York is working on 
plans for a banquet to be held at the Roosevelt next September to 
commemorate completion of 50 years of service to the printing 
industry by Harvey Glover, president of Sweeney Lithograph Co. 
Mr. Glover’s actual golden anniversary is Aug. 18; tentative date 
of the dinner, Sept. 27... 

James D. Shouse, chairman of the board of Crosley Broadcasting 
Co., Cincinnati, has been named chairman of the board of directors 
of the Cincinnati Council on World Affairs, for the 1952-53 season.. . 
“The Square Peg,” third novel by George Malcolm-Smith, assistant 
publicity manager of Travelers Insurance Cos., Hartford, was pub- 
lished May 22 by Doubleday, New York...Frank J. Landry, cam- 
paign publicity director of Boston United Community Services (Red 
Feather), has been busy publicizing the fact of his first born, a girl 
weighing 7 lbs., 3 oz., born to Mrs. Landry at Faulkner Hospital on 
May 13... 

Other new ad babies around the country are Thomas Waldron 
O'Mara, third child of the Jack O’Maras (John I. Edwards & Asso- 
ciates, Los Angeles); Thomas Carroll O’Rourke, whose father is 
Carroll O'Rourke, account exec at Mac Wilkins, Col2 & Weber, Port- 
land, Ore.; and David Bruce Macfarlane, son of Bruce Macfarlane 
of the WGN news staff. David’s maternal grandfather is Harry King, 
assistant manager of the general advertising division of the Chi- 
cago Tribune. . 
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ON EPR ect 


In Chicago, it takes 2— 


to keep the spenders under control 


, 
3 BECAUSE . . . Chicago has outgrown the power of any single daily news- 
P paper to reach even half of your city and suburban prospects.* 

| Today it takes two daily newspapers to reach a majority of the 
market—and for MosT net unduplicated coverage, one of your two MUST 
be The Chicago SUN-Times! 


* See your copy of the independent Publication Research Service study, “Chicago Daily 
Newspaper Coverage and Duplication, 1951,” or write us for details. 


Pew CHICAGO 


= /5UN-TIMES 


namin WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 - 250 Park Avenue, New York 17 


TOTAL CIRCULATION, 586,970 AVERAGE NET PAID DAILY (ABC PUBLISHER'S STATEMENT FOR 6 MONTHS ENDING SEPTEMBER 30, 1951) ee 
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Waltham Woos Disgruntled Jewelers, 
Plans to Market Watch This Fall 


WALTHAM, Mass., May 28—A re- 
organized Waltham Watch Co. 
will reenter the consumer market 
this fall in what may be the “last 
chance” for the 100-year-old firm 

Beset with financia] difficulties 
since 1945, Waltham has just 
emerged from a_ court-appointed 
trusteeship. The company finally 
showed a profit last year and is 
now armed with a new president, a 
new new distribu- 
tion system 

Officials say Waltham is ready to 
make amends to the public and 
jewelers with a line priced “so that 
anyone who wants a watch can 
buy a Waltham.” The 17-jewel and 
21-jewel models will retail from 
$29.75 to $71.50, tax included 
average brand watches sell today 
for $55.) 


agency and a 


® Under the leadership of Teviah 
Sachs, Waltham has scrapped the 
direct-to-retailer distribution 
which it began in 1944. Marketing 
is now done through selected 
wholesalers, currently numbering 
25 and growing 
Mr. Sachs, the president of Wal- 
tham, has been in the watch busi- 
Wess for 34 years. From 1935 to 
-~ he was v.p. in charge of mer- 
1andising, sales and advertising 
for Gruen Watch Co. He joined 
Waltham three years ago as v.p. in 
@harge of sales and advertising and 
Became director of operations 
Under thé trustees in 1950. 
Mr. Sachs promises “vigorous 
@id attention getting” advertising 
reestablish Waltham as a fa- 
iliar brand, As a potential mar- 
t, he looks to the “20,000,000 
Pople in this country who learned 
tell time on Waltham watches.” 


Mr. Sachs and other Waltham 
Besse admitted that a con- 
kierable amount of dealer resist- 
Sance has to be overcome. Many re- 
— are still smarting from the 
me when prices of Waltham 
Watches were cut suddenly and 
they were left to bear the loss. 
» AA was told that some dealers 
Sid they would “go out of business 
Before handling another Waltham 
ype Others insisted on testing 
e new watches before agreeing 
to sell them. Waltham plans to 
fight this resistance through a vig- 


JOHN C. POGUE, 
mighty young 
octogenarian 
you've got there! 


We're 


of the ever-modern H 


naturally 
&S 
celebrating 


speaking 


Pogue Company, 
89 vears of service to Cincin- 


nati shoppers. A celebration 


marked by major improve- 


ments— new escalators——com- 


pletely refurbished fashion 


floors, home appliance and 
housewares departments and 
a new eleven-story service 
building. We're happy to note, 
Mr. Pogue, that the Times- 


Star, through its advertising 


columns, has been serving 
your organization for many, 
many decades. It’s a_ reai 


pleasure to publish advertis- 
ing from one of America’s 
establish- 


best-known retail 


ments! 


(The} 


|at the Waltham agency, however, available to consumers. 

told AA that the company expects During the war institutional ad- 
to be in a good position by Labor vertising was abandoned and Wal- 
Day. tham executives say this made it 


difficult to reenter the consumer and stimulated by 


® Russell Williams, Waltham’s new market. 
sales manager, told AA that an Mr. Williams related that in the 


Advertising Age, June 2, 1952 


opened when trustees were ap- 
pointed. 

Waltham lost $430,035 in 1950, 
but under the new management— 
defense con- 
tracts—there was a 1951 profit of 
$11,728 on $2,338,063 in sales—the 


orous trade and consumer caM~-| ambitious ad program is being summer of 1944 the Dumaine in-| first break after seven years in the 
paign and Mr. Sachs is confident | worked up. He hopes to extend | terest then in control of Waltham red. 


that the dealers will be won over. | the promotion to “ten times” what/sold out to Ira Guilden, former | 


The company’s new agency is! 
H.B. Humphrey, Alley & Richards, | 
Boston, where the account men 
also are optimistic about Wal- 


it was under the former manage- Bulova and Longine-Wittnauer ex- 
ment. 

Everything at Waltham is new, instituted the direct distribution to 
he said. This includes styling, price retailers. He departed in 1948, at 


The $4,000,000 claim by the RFC 
was reduced to less than $1,500,000 


ecutive. It was Mr. Guilden who! by agreement and Waltham has 


been making regular repayments 
from its working funds. Today the 


tham’s future. Waltham has had no| range and market approach. Many | which time Waltham was mired in company has a backlog of defense 


agency since 1949, when Hirshon-| 
Garfield handled the account. 

Waltham is seeking national 
distribution before launching any 
all-out merchandising drive. Ini- 
tial advertising will thus be lim- 
ited with the emphasis on “hot and 
startling” copy to make up for 
lack of concentration, Executives 


of the company’s former dealers | financial “hot water.” 

are being won back, he added, by) 

the return to distribution through|® The company borrowed $4,000,- 

wholesalers. 000 from the Reconstruction Fi- 
Mr. Williams traced the decline| nance Corp., but the govcrnment 


of Waltham to the war years. The| agency lost faith in February, 1950, | 


firm went on 100% government | and came close to foreclosing. The 


work in 1941 and until the spring} plant was virtually closed for sev- 


and trade orders totaling nearly 
$4,000,000. 

Waltham employed 2,300 at its 
1941 peak. Now it is down to 800 
workers. Previously, the company 
had not followed the lead of other 
watch makers in importing Swiss 
movements, traditionally making 


of 1946, no Waltham watches were|en months thereafter and only re-| all of its own. However, this year 


And now the HPL ts in 


Sources: Sales Management, Ma 


June 2: CBS Radio’s 50,000-watt affiliate in Charlotte, WBT, becomes 


the 12th station to broadcast locally the most sales-effective participating 


program in all broadcasting —The Housewives’ Protective League. 


Starting today, WBT (which has a greater audience in Charlotte than all 


other stations combined and virtually no competition from other Charlotte stations 


throughout the rest of its 62-county-unit area) carries the daily HPL programs 


throughout a sales territory where 562,860 well-to-do radio families live and listen 


and where last year retail sales added up to a walloping $1,712,165,000! 


Now, with the addition of WBT, you can buy The Housewives’ Protective 


League on twelve big stations (each of which has the largest average audience in 


its area), or on any one or any combination of these stations. 


All together, they 


cover 16.351.650 radio homes (38.8 of the nation’s total), and $60,4180,583,000 


worth of retail sales (40° of the nation’s total). 


Ironclad proof of the HPL’s ability to sell your product lies in the partial 


list of advertisers (right) who have used the HPL in recent months. Their success 


is the reason the HPL is known far and wide as “the program that sponsors 


the product —the most sales-effective participating program in all broadcasting.” 


For information about the HPL, call the stations, their national representatives or... 


THE HOUSEWIVES’ PROTECTIVE LEAGUE 


485 Madison Ave., N.Y. (Plaza 5-2000)— Columbia Square, Los Angeles (Hollywood 9-1212) 


y 1952: BMB, 50-100% daytime audience area; Pulse of Charlotte 
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it is departing from this practice Opens Hollywood Office 


after discovering that—even with 
duty—it is cheaper to import 17- 
jewel movements than to make 
them here. 


8 The Waltham plant will continue 
to produce 19-jewel and 21-jewel 
movements, but Mr. Sachs said 
automatic watch movements also 
will be imported, because they are 
in demand and it would take three 
years to get them into production. 
The traditional Vanguard watch, 


the first railroad watch manufac-| 


tured, also is in production again. 
The trade will get its first look 
at Waltham watches at the July 27 


‘Lists Marketing Maps 


show in Chicago and at the August 


10 exhibit in New York. 


Specific merchandising and ad| 


plans also will be unveiled then as 
Waltham begins to make up for 
lost time. 


eect ste 


Campbell-Ewald Co. is opening 
a new office in Hollywood to han- 
dle network television. Winslow H. 
Case, v.p. and director of televi- 
sion, will direct the office from 
Detroit. Willard Hanes will be 
Case’s assistant in charge of the 
Hollywood office. Richard W. 
Byrne has been transferred from 
the agency’s San Francisco office 
to Los Angeles, where he will be 
assistant to R. C. Francis, v.p. and 
Pacific Coast manager, and also 
will act as an account executive. 


The Library of Congress has put 
out a revised edition of its bibli- 
ography of marketing maps of the 
U. S. The 100-page publication 
reports on 387 market research 
maps and 41 atlases and selected 
publications in the field. It is, 
available from the card division | 


| at 70¢ a copy. 


| Donnelly Heads Gas Group 
F. Donnelly, 


James 


Gas 
Assn. 


Sheldon Coleman, 
Co., Wichita, Kan., 


Coleman 


president of 


assistant 


v.p.; T. T. Arden, v.p. of Grayson | cialist, 


Controls division of Robertshaw- | Twichell, 


Fulton Controls Lynwood, | its accounts with W&V on May 1, 


Co., 


Woodard & Voss Adds Three 


Woodard & Voss, Albany agen- 
general manager of the Kankakee, | cy, has added three to its creative 
lli., division of A. O. Smith Corp.,| staff. David L. Sprung, formerly 
has been elected president of the| an account executive with Blum- 
Appliance Manufacturers| berg-Clarich, New York, has been 
Other officers elected are | named account executive. Arnold 

Hicks, commercial artist, and Dav- 

lst| id DePorte, copy and layout spe- 
who were with Nolan & 


19 
‘American Sugar 
Plans Ad Drive 
for Three Brands 
New York, May 27—Three 


brands of sugar put out by the 
American Sugar Refining Co. are 


Albany, which merged scheduled for ad pushes, through 


Cal., 2nd v.p., and Lyle C. Harvey, ! also have joined the agency. 
president of Affiliated Gas Equip- 


ment Inc., Cleveland, treasurer. _Nesco Promotes Loeber 


| 
| Pollet to Cleworth Publishing 


Ted Bates & Co. 

| Domino pure cane sugars will be 
| promoted via weekly insertions in 
nearly 300 daily newspapers and 


William B. Loeber has been | Farm Journal, and in the Nency 
epiails | Promoted from district represent- 
Benjamin A. Pollet, formerly an} ative in the San Francisco area to 


| Sasser and Jessie DeBoth columns. 
| Franklin pure cane sugar will 


account executive with Compton! manager of the premium division feature food recipes in more than 
Advertising, New York, has been) of Nesco Inc., Chicago. Mr. Loeber | g9 dailies and farm publications in 
appointed circulation manager of) joined Nesco in February, 1951.) spout 12 states. 


Plastics World, Plastics News Let- 
ter, Power Equipment, Industrial 
Woodworking and Maintenance, 
published by Cleworth Publishing and promotion manager in San) 
Francisco for Hardware World. 


Co., New York. 


itads, 


Chicago, 


| Prior to that he had been media} 
| representative for National Trans- | 
and advertising 


The HPL Markets: 


‘the Carolinas 
...on WBT! 


All stations are represented by CBS Radio Spot Sales except KIRO, which is represented by Free & Peters Inc. * The Paul Gibson Show 


AMONG THE ADVERTISERS WHO HAVE 
USED THE HPL IN RECENT MONTHS: 


Admiracion Shampoo 

Allstate Insurance Co. 

Allied Molasses Co., Inc. 

All Sweet Margarine 
American Chicle Co 

American Safety Razor Corp. 
American Security & Trust Co. 
Asbeston Ironing Board Covers 
Avco Manufacturing Corp 

B in B Mushrooms 

B & M Baked Beans 

Bamby Bread 

Birds Eye 

Blue Coal 

Bon Ami 

Bondgards Creamery 

The Borden Company 

Bosco 

Boston Globe 


Brick’s Social Club Mince Meat 


Briggs & Co. Frankfurters 
Brisk 

Capitol Frito Co. Corn Chips 
Centennial Flour 

Cheer 

College Inn Food Products Co. 
Country Squire Turkeys 
Dennison’s Chili and Catsup 
Diet Delight 

Dining Car Coffee 

Dodge Division, Chrysler Corp. 
Doehia Greeting Cards, Inc. 
Doeskin Tissues 
Downyflake Waffles 

Drano 

Dromedary Mixes 

Early California Olives 
Economy Cup Coffee 
Embassy Dairy 

Empire Crafts Silver Plan 
Fels & Company 

First Federal Savings & Loan 
Fieischmann’s Yeast 
Florida Citrus 

Ford Motor Co. 

Franilla ice Cream 

G. Washington Coffee 
Galbraith’s Lumber 
Gaymont Lab. Yogurt 
General Electric Co., Lamps 
Gibbs & Company 

Gill's Hotel Special Coffee 
|. J. Grass Noodle Co., inc 
Griffin Shoe Polish 

H-0 Oats 

Habitant Soup Co. 

Handi Food Products Co 
Helimann’s Mayonnaise 
Henacres Poultry Farm 
Hillman Minx 

Hills Bros. Coffee 

Hires Root Beer 

Holiday Brands Soluble Coffee 
Holiday Magazine 
Home-Style Frozen Waffles 
Hood Rubber Company 
Hood's Milk Co 

Hot Shoppes 

Hoyt Brothers Pie Mixes 
International Harvester Co. 
lodent Tooth Paste 
interwoven Stocking Co. 
Jelke’s Good Luck Margarine 
Jerman Brothers, Inc. 

Herb Jones Scouring Cloth 
Joy Hosiery Mills 

Juice industries 
Ken-L-Products Dog Food 
Kenu 

Kiplinger Letter 


Krey Packing Co. 

La Choy 

La France 

Ladies’ Home Journal 
Lava Soap 

Libby, McNeill & Libby 
Lion Brand Paints 

Lite Soap 

Look Magazine 

Lyon Van & Storage Co. 
Marcel Paper Mills, Inc 
Frank Mann Potato Chips 
McCrory’s Stores, inc. 
Metropolitan Federal Savings 
Metropolitan Poultry Co. 
Milani Foods Salad Dressings 
Milnot 

National Biscuit Co. 
Nestea 

Nucoa 

0-Cel-0 Sponges 
Olson Rug Co 
Ottenberg'’s Bakers 

Pal Orangeade 
Pepsi-Cola 

Pequot Mills 

Peter Paul, inc. 

Pevely Dairy Products 
Philadelphia Dairy Products 
Pioneer Laundry 
Plymouth Rock Gelatine 
Rayex 

Realemon 

Red Devil Soot Remover 
Reddi-Wip 

Rockingham Poultry Co. 
Sandwick's Candies 
Sanitary Rug Co 
Scribbans-Kemp Biscuits 
Sears Roebuck & Co. 
Seaside Lima Beans 
Seven-Up 

F. H. Snow Canning Co., inc 
So Good Potato Chip Co 
Sofskin Creme 

Spandy 

Stokely-Van Camp, Inc 
Sunkist Lemons 
Sure-Jel 

Swans Down Flour 
Sweetheart Soap 

Swift & Company 
Teddy's Sea Food 

Tide 

Tip-Top Bread 

Tip Top Orange Juice 
Toucans Juices 

Trend Detergent 

U.S. School of Music 
Universal Trading 
Children’s Records 
Vess Beverages 
Washington Flour 
Washington State Apple 
Advertising Commission 
Washington State 

Fruit Commission 
Western Beet 

Sugar Producers 
Whirlpool Washers 
White Star Tuna 
Whiting’s Milk 
Wilbert's Wax 

Wilkins Coffee 

Wilson's Evaporated Milk 
Windex 

Woodward & Lothrop 
Youngstown Kitchens 
Yuban Coffee 

Zenith Hearing Aids 


Sunny cane sugar will stress the 
|importance of adding the “energy 
| of the sun” to foods, in ads appear- 
ing in more than 40 dailies and 
farm publications on a weekly 
basis. 


‘. Domino plans to stress the idea 
that it has been an essential in- 
gredient in many American house- 
| holds for more than two genera- 
| tions. Recipes will be given for 
|devil’s food cake, lemon pie, 
cookies and preserves. One object 
of the Domino drive will be to 
‘remind housewives of “the im- 
portant role sugar plays in pro- 
viding an abundance of quick en- 
ergy.” 

| Franklin will likewise use a 
devil’s food cake recipe and other 
|easily prepared foods. The finisiied 
product will be illustrated promi- 
/nently in each ad. : 

| A typical Sunny cane ad will 
|earry a headline like... i 
| cane adds the ‘energy of the su ito 
breakfast food.” 4 

| An illustration of a 
cereal with fruit, accompanied by 
‘a sketch of a _ marble-playing 
| youngster, will follow. Copy s@ys 
|... “Start the day with a tempt- 
ing treat . .. sprinkle Sunny e 
| pure cane sugar over cores Bt 


fresh fruit.” 


Lambert & Feasley Elects 3 
Lambert & Feasley, New Y@rk, 
has elected Frank W. Mace, ¥.p. 
and general manager, senior §.p. 
Gerald Blake IJ, account executive, 
and Richard S. Bridgman ve 
been elected v.p.s. 
‘Hilton Leaves Argus 
Homer Hilton, v.p. and dire@tor 
of Argus Cameras Inc., Ann Ar§or, 
Mich., has retired. Mr. Hilton Bas 
spent 25 years in the industry. 


‘Switch to the 
EASIEST of all fixatifs to use 


KRYLON® 
Acrylic 
Spray 


Just press 
a button— 
spray it on! 


| Krylon covers faster and better than 
old-fashioned fixatifs. But Krylon does 
more than fix. It adds sparkle and lus 
ter to layouts, charcoals, photographs 
| and retouchings, charts, repro proofs. 
It goes on clear and stays clear! Easily 
| removed with eraser to permit correc- 
| tions. Dries in three minutes. Get 
it at art supply stores. Krylon, Inc., 
2601 N. Broad St., Phila. 32, Pa. 
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Booklet Celebrates 
Frank-Law Agency's 
Four-Score History 


New York, May 27—Albert 
Frank-Guenther Law is celebrat- 
ing the 80th anniversary of its 


founding in 1872 as a two-man fi- 
nancial and transportation adver- 
tising agency 

In a booklet outlining 80 years 
of advertising, the agency points 
out that even at the time of its 
founding, “advertising, and abuses 
of advertising, were subject to 
heated 

Two phrases still current 
vertising from a mere convenience, 


debate 
“ad- 


has become a positive necessity’ 
and “advertising must be continu- 
ous”—originated from the time of 
-the founding of the Albert Frank 
agency. The source of the phrases 


is attributed to unnamed magazine 
articles on published 


in New 


advertising 
in 1871 York 
@ “An 
why 
and 


understanding of how and 
people about surviving, 
even prospering and 
thriving and enjoying,” the book- 
let says, “is the greatest asset any 
advertising agency can possess.” 
“It is one with which this agen- 
cy has always been endowed, from 
its earliest days as a financial ad- 
vertising agency down through the 
nges which the years have 
beepucht,” making Albert Frank- 
G@enther Law “an outstanding fi- 
maAcial and general advertising 
agéncy with important clients in 
Vittually every field of business 
an@ industry,” the booklet states. 
“The agency's billing is cur- 
remtiy around $10,000,000, almost 
evanly divided between financial 
and general advertising. Accounts 


an) 


more, 


i ide leaders in both fields, with 
ci umer products ranging from 
dish. ishers to dolls, from tele- 


to textbooks, from Christ- 
mae lights to die castings. The 
i cy is active in both radio and 
> oe for its clients.” 

More than 160 people staff the 
agency's head office in three five- 
sto®y buildings which it owns in 
lower Manhattan. It also has 
bra&ches in Boston, Philadelphia, 
Chitago. Washington and San 
Frafcisco 


gran 


Joins Simmonds & Simmonds 


George Addington, a member of 
the’ advertising staff of the Star- 
Telegram, Ft. Werth, for 17 years, 
has resigned to become v.p. and 
manager of the new Ft. Worth of- 
fice of Simmonds & Simmonds, 
Chicago agency. His office will be 
in the Neil P. Anderson Bldg 


Relaxed Comfort, Charming Decor 


age ~The World Famous — _ 
PM ie ce fy 
~Painp Room 


American Oil Boosts Glazier 


George M. Glazier, general man- 
ager of Lord Baltimore Filling Sta- 
tions Inc., a subsidiary of Ameri- 
can Oil Co., has been promoted to 
the new position of director of 
sales training and sales promotion 
of American Oil Co. He will make 
his headquarters in Baltimore. He 
joined the company in 1930. 


Kopp Rejoins Marathon Corp. 
Cc. R. (Jack) Kopp, who has 

returned from military service in 

Korea, has rejoined Marathon 


Corp., Menasha, Wis., to handle} 
stock products (waxed paper rolls, | 
paper napkins, paper pails, etc.) 
advertising and merchandising in 
the advertising department. Mr. 
Kopp originally joined Marathon 
in April, 1947. 


Walters Mfg. to Hill Co. 


Walters Mfg. Co., Oakmont, Pa., 
maker of steel kitchen cabinets, 
has appointed Albert P. Hill Co., 
Pittsburgh, to handle its adver- 
tising. Newspapers and consumer 
magazines will be used. 


Milwaukee Agencies Merge 


Two Milwaukee agencies have 
merged. They 
Maercklein Advertising and Carl 
Nelson Inc. The new, combined 
agency is called Maercklein-Nel- 
son Advertising Agency and has 
its office at 622 N. Water St. 


Bodine Joins Lumbermen 

Leo V. P< iine, formerly v.p. of | 
Weyerhaeuser Sales Co., St. Paul, 
has been appointed executive v.p. 
of the National Lumber Manufac- 
turers Assn., Washington. 


eae. 
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Fleming Heads Advertising 
Harold C. Fleming Jr. has been 


are Robert W./ appointed supervisor of Trackson 


advertising by Caterpillar Tractor 
Co., Peoria, Ill. He is transferring 
from a similar position at Track- 
son Co., Milwaukee, now a wholly 
owned subsidiary of Caterpillar. 


Appoints W. B. Doner & Co. 

W. B. Doner & Co., Chicago, has 
been appointed to handle adver- 
tising for Northbrook Plastic Card 
Co., Northbrook, Ill., maker of 
Windsor plastic playing cards. 


Editorial Excellence is Sustained | 
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Buys West Coast Newscast 


Fisher Flouring Mills Co., Seat- 
tle, will sponsor Knox Manning for 
a 15-minute daily news spot at 
7:45 a.m. on the Pacific Coast net- 
work of National Broadcasting Co., 
starting June 2. First product to 
be featured will be Fisher’s Biskit 
Mix. The Seattle office of Pacific 
National Advertising Agency han- 
dles the account. 


Bache Airs Stock News 


Bache & Co., New York invest- 
ment broker, is broadcasting five 


minutes of business and financial 
news Monday through Friday over 
WOR, New York, at 7:15 p.m,, 
EDT. Commentator for the pro- 
gram is Henry Gladstone. Albert 
Frank-Guenther Law, New York, 
placed the business. 


Pugh Joins Henderson Agency 

Franklin Pugh, formerly art di- 
rector for McMains Inc., Dallas 
agency, and head of his own art 
and copy service in Dallas, has 
been appointed art director of Hen- 


Cc. 


derson Advertising, Greenville, S. 


American Gas Assn. Plans $1,276,000 
Advertising and Promotion Budget for 1952 


New York, May 28—The Amer- 
ican Gas Assn, has adopted a PAR 
program (cooperative promotion, 
advertising and research) for 1952 
costing $2,058,500, or 25% above 
the °51 level. Of this, $705,900 will 
go for research. The remaining 
$1,276,000 is slated for promotion 
and advertising. 

The association reports that its 


1951 PAR program was the most 
successful since the plan was 
started in 1944. 

Subscriptions by members to- 
taled $1,623,317, a record high, and 
expenditures amounted to $1,603,- 
559. Sales promotion aiding gas 
utilities directly and in national 
sales campaigns took 11% of this, 
51% went for national advertising 


21 


and 36% for research. The remain- 
ing 2% was used for administer- 
ing the plan. 


s AMA also reports that national 
magazine advertising of gas range 
manufacturers reached a new high 
in ’51, representing 84% of the 
magazine programs of competing 
electric range manufacturers. Gas 
water heater manufacturers again 
exceeded electric in their use of 
national magazine space. 


Biow Promotes Van Auken 

C. N. Van Auken has been pro- 
moted to assistant to John C. Rome, 
1 ‘ account executive for Philip Mor- 
d ris & Co. at Biow Co., New York. 
‘ Mr. Van Auken joined the agency 
in 1944 as assistant director of the 
outdoor media department; in 
1947 he transferred to the print 
media department. 


* = oa 
WMF] Promotes Stouse 
| on ie | ors Walter Stouse, an engineer at 
; WMFJ, Daytona Beach, for 10 
4 years, has been named assistant 
station manager of the ABC af- 
filiate. 


Chilton editorial conferences are both unique and fruitful. 
Unique, because they actually are editorial conferences— 
periodic meetings of all chief Chilton editors and Paul Wooton, 


long an officer of the White House Correspondents Associ- 
ation and Washington member of the Chilton Editorial Board. 
Fruitful, because of the free interchange of ideas among 
editors with one goal in common: the maintenance of the 


editorial excellence typical of all Chilton publications. 


Yes, when Chilton chief editors confer, readers and advertisers 


benefit. So do the 80 Chilton Staff editors! 


Editorial excellence is one major reason for sustained reader 
interest in Chilton publications. Readers know that they can 
find what they want in Chilton publications. And they know 
| it is timely and authentic. Naturally, this provides the ideal 


Ow 
atmosphere for advertising the products and services needed RCAVICTOR 


° " 
in the fields Chilton serves. [raurcniPoul 


Good program ideas and top talent 


deserve RCA Victor transcription 
quality and service. Your material 
spot announcements to full-length 
shows—should get the benefit of 
RCA’s technical experience and 
research. 

Your order, LARGE OF SMALL, is 
recorded, processed and pressed in 
the country’s best-equipped studios 
and plants . . . receives world-famous 


Se TON 


; 

Cs + Aeehcieagagea veo) transcribed radio production and er. 
script-writing facilities are available. ‘ 
Contactan RCA Victor Custom Record 


cy) 


Chestnut and 56th Streets 100 E. 42nd Street office today: 


‘ . 
Philadelphia 39, Pa. New York 17, N. Y. 630 Fifth Avenue 
Dept. G-60, NEW YORK 20 
JUdson 2-5011 


445 North Lake Shore Drive 


THE IRON AGE + HARDWARE AGE e MOTOR AGE @ Dept. G-60, CHICAGO 11 


f : HARDWARE WORLD @ DEPARTMENT STORE ECONOMIST : 
: THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY @ THE JEWELERS’ CIRCULAR-KEYSTONE Whitehall 4-3215 

: AUTOMOTIVE INDUSTRIES @ THE SPECTATOR @ DISTRIBUTION AGE 1016 North Sycamore Avenue 

€ Dept. G-60, HOLLYWOOD 38 
a Hillside 5171 


Write now for our fact-filled 
Custom Record Brochure! 


custom 


COMMERCIAL CAR JOURNAL 
BOOT & SHOE RECORDER 


RADIO CORPORATION 
OF AMERICA 


BCA VICTOR DIVISION 
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PHOTO-ENGRAVERS 


ELECTRO-MATIC ENG. CO. > 


THE ONE WAY TO BE SURE 
about black and white plates 
You've got to proof right to print 
right so now were including a 
color bar of 80% tone on every 
black and white proof. It gives you 
closer control than ever before 
over the final reproduction It's 
onother example of Electro-Matic’s 


attention to detail — another rea 
son why it pays to call DElaware 


7.1277 for your engravings 


TINT GUIDE FREE 
A complete kit that gives you not 
only the full gray scale, but also 
the corresponding tone values in 
standard red, yellow ond blue 
Write or phone for yours 
PHO 
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10 WEST KINZIE ST. + 
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ASS OCtatio 
CHICAGO + DElaware 7-1277 cigaret account. 


TO ADVERTISING AGENCIE S\ Eastman Kodak Elects 


New Executive Officers 


Eastman Kodak Co., Rochester, 
has elected three new top execu- 
tive officers. Thomas J. Hargrave, 
president since 1941, has been 
elected board chairman. He suc- 
ceeds Perley S. Wilcox, who re- 
quested to retire from the chair- 
manship, a post he has held since 
1945. 

Albert K. Chapman, v.p. since 
1941 and general manager since 
1943, succeeds Mr. Hargrave. Mr. 
Chapman has been with Eastman 
since 1919. Donald McMaster, v.p. 
and assistant general manager 
since 1947, becomes v.p. and gen- 
eral manager. He joined Kodak in 
1917. 


Philip Morris Buys Quiz 
Philip Morris & Co., New York, 
is presenting “What's My Line” 
over NBC Tuesdays at 1 p.m., EDT,| 
in the spot formerly filled by "Eddie | 
Cantor’s “Show Business.” The 
panel show, which is carried on 
|\CBS-TV by Stopette, was not! 
py | bought as a summer replacement. 
|Biow Co., New York, handles this | 


Gentlemen: 

| want to express my thanks and ap- 
preciation for the last several years of 
public service that you have given to the 
general public and also to motoring pub- 
he in general 

Many times in the past, your news as 
to the weather and complete road con- 
ditions has altered our course of high- 
way travel. My only hope is that in the 
near future, other states might follow 
im your path to help in so complete a 
safety measure. Regular weather re- 
ports given out by most stations are not 
enough to be of much help when over 
the read truck traffic is depending on 
positive conditions. You will probably 
never hear of it, but your station has 
saved the Trucking Industry many 
thousands of dollars by its road con- 
ditions report 

I, for one, was delayed in a nearby 
state for two days because of icy high- 
ways. Before starting | had tried to 
contact local police and newspapers for 
weather conditions and with little suc- 
cess. The report was, colder. I could 
not reach WHO as we were too far 
away. If | could have reached your 
station, | could have altered my route 
and would not have had any additional 
mileage. [ also made a trip into the 
area of South Dakota last winter 
on the strength of your station’s weather 
report 

There are more motorists who depend 
on WHO for their news and road con- 
ditions than from any other source. I, 
for one, am very grateful for having an 
lowa station that is interested in the 
safety of its motoring public. 

J. E. McCuttouecu 

McCullough Transfer Co. 
Mt. Pleasant, lowa 


snow 


Dear Mr. Woods: 

Your courtesy in making it possible 
tor some movie scenes to be taken in 
the WHO studio was greatly appreci- 
ated. It was a joy to work with you 
and members of vour staff who co 
operated so fine in making arrangements 
for this filming as well as participating 
in it 

When the first contact was made with 
you it Was not our intention to spend so 
much time in your studio. However, it 
did mean a great deal to the folks from 
the International Film Foundation as 
well as for the other participants to be 
able to take the other of the 
class also in the studio 

Thanks so much for your help and 
if we may ever be of assistance to you 
do not hesitate to call on the Extension 
Service. 


sequence 


Sincerely yours, 
Louise M. RosenretD 
Assistant Director 
Cooperative Extension Work 
State of lowa 


| days 


Gentlemen : 

I wish to extend to you the thanks of 
our community for your announcements 
for our school and also for the Lions 


Club. It is a wonderful service. Your 
coverage 1s nearly 100% here. 
We heard you say how many an- 


in those few 
sending me 


made 
mind 


nouncements you 
Would you 
that number ? 
Shanks so much. 
Yours, 


L. R. WELKER 


Pres., Murray School Board, 
and also Lions Club Member 
| Murray, lowa 

Dear Sir: 


Thank you very much for your won- 
derful cooperation in scheduling our 


| Spot announcements 


It is only through such a program 
that we can hope to compile the statistics 
necessary to carry on our work—to find 
the cause and cure of multiple sclerosis 

Your valued assistance in helping us 


achieve our aim is sincerely appreciated. 
Cordially, 
Trarcer, M.D. 
Medical Director 
National oe Sclerosis Society 
New York, 


CorNne ius H. 


a 
Ths 
at 


ft 


| Dear Mr. Woods: 


program 
have 


poised. All the 
with 


We want to thank WHO for the fine 
cooperation in presenting the Quiz Kids 
on Saturday, 
heard 
about this program. 
measured 
standards. 

The children seemed to enjoy them- 
selves and we 
markably 
sonnel 
most cooperative. 

Thank you again for the opportunity 
that you gave us to show our interest in 
handicapped children and to demonstrate 
their ability. 


March 11. We 


many excellent comments 
We hope that it 
up to your professional 


felt that they were re- 
WHO. per- 


whom we worked were 


Yours sincerely, 


Mrs. Dorotuy PHILLIPS 


Gentlemen: 
| greatly appreciate your broadcasting 


Executive Director 


Society for Crippled Children 
and Adults, Ine. 
Des Moines, 


lowa 


| the program “The New Frontier.” Such 


programs should be an important factor 


| in the effort to eliminate prejudice. I 
hope that they may continue 


‘ours sincerely, 
Erma X. ANDERSON 


Des Moines, lowa 


_ time buyers have told us their work some- 


times makes them too 


“statistical” — 


-sometimes makes 


them forget that what they're really trying to buy is 
listeners — confidence — friends. 


Out here at WHO, we’ve created millions of friends 


who know we have earned their confidence. 
So do our advertisers’ sales records, 


bags prove it. 


Our mail- 


month after month and year after year... . 


Wiil© 


+ for iowa PLUS + 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC., National Representatives 


| ture-in-a-minute 
‘tail for about $250. The camera is 


LUXURY THEME—The upholstery leather 
| group of Tanners’ Council of America, 
New York, is ding its paign for 
genuine leather upholstery “for your 
car, your office, your home” with ads like 


| this through Calkins & Holden, Carlock, 


McClinton & Smith. 


Polaroid’s Second 


Entry in Consumer 
‘Market Bows Soon 


CAMBRIDGE, Mass., May 28—En- 
couraged by the success of its 
$89.75 Land camera (AA, May 19), 
Polaroid Co. is set to introduce its 
second consumer product this sum- 
mer. 

It is a “more commercially suit- 
able” and greatly improved pic- 
camera to re- 


equipped with a wider lens (f4.5) 
and has a shutter speed of 1/400 of 
a second, more than four times as 
fast as the original Land camera. 
Two range finders have also been 
added. 

According to Robert Casselman, 
Polaroid’s sales manager, these 
new features make the camera 
more suitable for press work and 
will also appeal to the photography 
addict with money to spare. 


# Current sales of the original 
Land camera are $10,000,000 an- 
nually, and Polaroid expects the 
new model to do from 8% to 10% 
as well. 

Present advertising plans do not 
include any consumer publications, 
although the Land camera is being 
plugged in Time. Hobby magazines 
and other special publications, 
supported by merchandising ef- 
forts, comprise the schedule for 
the time being. 

The Boston office of Batten, 
Barton, Durstine & Osborn handles 
the Polaroid account. 


New England Admen Elect 

Hugh H. Graham, president of 
Hugh H. Graham & Associates, 
New Britain, Conn. has been 
elected president of the Western 
New England Chapter of the Na- 
tional Industrial Advertisers Assn. 
Other officers elected are Fred J. 
Dunne, advertising manager of 
Heli-Coil Corp., Danbury, Conn., 
lst v.p.; E. Charles Palm, president 
of Charles Palm & Co., Hartford, 
2nd v.p.; Joseph T. Vinbury, New 
Britain Machine Co., New Britain, 
secretary, and William B. Dixey, 
merchandising manager of the 
Trumbull electric division of Gen- 
eral Electric Co., Plainville, Conn., 
treasurer. 


San Francisco Admen Elect 

Arthur Arlett, account executive 
of West-Marquis Inc., has been 
elected president of the San Fran- 
cisco Advertising Club. Other offi- 
cers elected are John H. Hoefer, 
v.p. of Hoefer, Dieterich & Brown, 
v.p.; Florence Gardner, reelected 
executive secretary, and Elliot Ep- 
steen, reelected counsel. 


Raleigh Adclub Elects 

Oliver Crawley, v.p. in charge 
of advertising and sales promotion 
of Walker Martin Inc., has been 
elected president of the Raleigh, 
N. C., Advertising Club. Other of- 
ficers elected are T. S. Ferree, v.p.; 
Mrs. Margaret McBane, secretary, 
and Mary Ellen Wellons, treasurer. 
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It’s the main event — not just a preliminary. When the whole store is 
a window display. plate glass barriers become the main entrance. And 
customers just reach out and shake hands with the samples. 


Because shoppers sell and serve themselves, supermarkets move more 
tonnage ...and do it a lot faster. The displays they love to touch 
tell the story of supermarkets’ daily average of 35,000,000 sales 


transactions. 


That the food industry has a whopping equity in these mass-merchan- 
dising outlets isn’t exactly news. But it is a fact that news is a powerful 
distribution impetus ... the kind of news coverage in food you'll get 
from Supermarket News. 


For 62 years of publishing. Fairchild has served fast-thinking, fast- 
moving retailers — with news dished up piping hot. The more com- 
petitive a business is, the more news-hungry its key people are. For 
Fairchild, this means anything but leisurely, window-shopping methods 
of newsgathering. It means 1.600 people to cover, write, check, print 
and distribute the news ...a publishing job that includes the produe- 
tion of three daily newspapers.” 


For complete, accurate, fast coverage of the main events in food dis- 
tribution, you can depend on Supermarket News — published weekly 
by Fairchild with tabloid newspaper format. It means a powerful 
distribution stimulus — inside any organization in its field. 


Take advantage of our introductory subscription offer — $1.00 a year. 


Supermarket News 


A Fairchild Publication « 7 East 12th Street, New York 3, N.Y. 


“Our Salvation Depends Upon Our Printing the News.” 


window-shopping 
is an 


inside jo 


*Women's Wear Doily 
*Daily News Record 
*Retailing Daily 
Footwear News 

Men's Wear 
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will your sales 


00 U 


this summer ? 


People go on doing in summer largely what 
they were doing in winter — eating, working 
and buying. Yet a tradition has grown up of 
suspending or curtailing advertising activity 
during the hot-weather months. With the 
advent of television, it was clear that a com- 


plete re-appraisal of summer advertising 


A copy of “Summer Television Advertising” —NBC’s comprehensive research survey — awaits you for the asking. 


practice was called for. 

NBC therefore resolved last summer to 
conduct a survey —as accurate as science and 
logic could make it —of the summer market- 
ing potential. Alongside are outlined the high- 
lights. As applied to this summer, the picture 


is even brighter for viewers and advertisers 
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alike—for the number of sets in use will have 
increased from 13,093,600 last July to an esti- 
mated 17,800,000 in July 1952. And the politi- 
cal conventions will stimulate more viewing 
than ever before. 

Averaging the findings on 52 different 
brands, the TV summer advertisers reaped 
28.1% more sales among viewers than among 
non-viewers...won just under 46,000 extra 
customers per month in New York alone. 

94.8% of TV families are available during 
the average summer week. Watching televi- 
sion is, by far, the favorite summer activity 
in TV homes. 

The average TV family is away for only 
41% days each summer. In August, the TV 
owner spent an average of nearly two hours 
a day in front of his set —or more time with 
TV than with all other media combined. 

And—91.2 of both owners and non-owners 


alike recalled most clearly advertising on 


television. 

Whereas in January 1951 it cost the aver- 
age TV advertiser 5 cents to bring in a new 
customer, in August it cost only 4 cents. 


Of the 52 brands studied, 21 came on tele- 
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vision for the first time last summer, and 31 
continued into summer from their winter TV 
campaign. The “new” brands garnered an 
average of 38,200 new customers in the New 
York area alone every month — but the “stay- 
on” brands did even better, with an average 
of 51,000 extra customers per month. As 
stated above, the over-all average for both 
kinds was 45,900 extra customers each sum- 
mer month, 

You’re in business twelve months a year: 
now, with television’s aid, your summer sales 
can be as high—or higher—than your winter’s! 
More NBC advertisers are staying with us 
this summer than ever before. More than 70% 
of NBC evening network sponsors plan to 
continue their TV advertising throughout the 
hot-weather months. For both large and small 
advertisers, however, there are still a limited 
number of availabilities and proven show prop- 
erties...and a special low-cost plan for the 
coming summer. 

Your NBC salesman will be glad to give 
you full information about them. Phone NBC- 
TV Sales in New York, Chicago, Detroit or 
Hollywood today. 


NBC summer television 


POP. 70,000,000 


A Service of Radio Corporation of America 
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Self-Service 
Beer Outlet 
Ups Sales 87% 


MILWAUKEE, May 27—Milwau- /8 a.m. to 9 p.m 
kee is a beer-conscious city and re- six-truck delivery fleet. Mr. Kel- 
tailer Elmer Keller has capitalized |ler’s theory is that “if you deliv 
on this with a unique selling ap-|beer to the home, people 


proach that emphasizes the per- 
sonal touch 

Mr. Keller operates what is be- 
lieved to be the only supermarket- 
type beverage store in the nation. 
Keller’s Beverage Center (at Cen- 
ter Street and Fifth) went on a 
self-service basis two years ago. 
In the first year sales increased 
87%. Today the center still has 
plenty of customers and gets them 
in unusual ways 

Since switching from the con- 
ventional type beverage store, Mr. 
Keller has completely discarded 
newspaper ads. Instead, he concen- 
trates on spot radio, direct mail 
and a “weleome to Milwaukee” 
campaign 


®A_ representative of Keller's 
visits each newly arrived resident 
in Milwaukee, welcoming him to 
the beer capital and making a 
“pitch for the beverage center. This 
eration is designed to promote 
ao will, and apparently it pays 
of. Mr. Keller has a local service 
Ofganization supply him with a 
Mit of new arrivals 
For direct mail, an Addresso- 
Bfaph list of 45,000 names is used 
t@ notify customers of special of- 
f@s and liquor stocks 

Since radio spots cannot be used 
liquor ads, Mr. Keller uses 
m to promote case sales of beer 
center carries 87 brands of 

r 


Phe radio drive consists of nine 
Of@-minute spots, two ten-minute 
MBsical shows, three five-minute 
B@wseasts and a five-minute 
SpPOrtscast six days a week 

Mr. Keiler says he plans to en- 
te® television in the fall, using in- 
stitutional spots featuring pictures 
of tiie center. He explains: “All 
the Milwaukee breweries are on 
TY, so I have to get into it to keep 
alfeast of their advertising cam- 
palcns ” 

Addressing the recent conven- 
tion of the National Beer Whole- 
salers’ Assn. in Atlantic City, Mr 
Keller said 

“We've really taken over the 


THE COMPLETE 
8& PAGE, FULL COLOR 
SECTION FOR. 


Boy's LIFE 


MAGAZINE* 
IS BEING PRODUCED By 


-dolustone 
and Cushing 


CONTINUITIES & CARTOONS 
FOR ANY PURPOSE 


292 MADISON 
ax 


AVE. NEW YORK 17, 
NOTON so 


town. We merchandise, instead of sume much more than if they must 
sitting back and waiting for the go out for it.” 

To point up the effectiveness of 
his merchandising approach, Mr. 
Keller calls attention to the large 
increase of women shoppers in his 
beverage center. 


when the center was a more con- 
ventional beverage outlet.” 


®@ Mr. Keller has only 12 employes 
supermarket—the 
The center is open from /_WILS Appoints Dennis 
i maintai a - 
and maintains a television director of Allied Stores 
Corp., has been appointed com- 
er) mercial manager of WILS, Lan- 


Dictaphone Starts Campaign 
Dictaphone Corp., New York, 
will sponsor a nationwide cam- 
paign in June to honor “the secre- 
tary—-First Lady of American 
Business.”” Keyed to National Sec- 
retaries Week, June 1-7, Dicta- 
phone will run spreads in Charm, 
Glamour, The Secretary, Time and 
Today's Secretary. Young & Rubi- 
cam, New York, is the agency. 


Camel Buys Summer Show 
“The Hunter,” a film mystery 
series now being produced by 


Advertising Age, June 2, 1952 


Pathescope Productions, New York, 
has been selected by Camels (Wil- 
liam Esty & Co.) as the summer 
replacement for “Man Against 
Crime” on CBS-TV. 


Doris Day Gets Sponsor 

The “Doris Day Show,” which 
has been a sustaining attraction on 
CBS for some time, will be pres- 
ented by Rexall Drug Co., Los 
Angeles (Batten, Barton, Dur- 
stine & Osborn) as a summer re- 
placement for “Amos ‘n’ Andy.” 
The summer series started June 1 


More women go out and buy Woman’s Day | 
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There Are 211,680 
Doctors in U.S., 
AMA Count Reveals 


Cuicaco, May 27—There were 
2,640 more doctors in the U.S. on 
Dec. 31, 1951, than there were on 
the same date in 1950, according 
to the American Medical Assn. 

The total number of doctors in 
the country at the end of ’51 was 
211,680, an alltime high. AMA fig- 


ures show that 6,282 new licenses 
to practice were issued during the 
year. The net gain of 2,640 was 
reached after counting the number 
of deaths among physicians during 
the year. 

During the year, 6,473 persons 
took state board examinations and 
5,716 (88.39%) passed. The Na- 
tional Board of Medical Ex- 
aminers (whose certificate is rec- 
ognized by all states except Florida 
and Texas) examined 1,738 candi- 
dates, of whom 97.7% passed. 


Sales Executives Club of 
New York Elects Ofticers 

Charles T. Lipscomb Jr., presi- 
dent of the Pepsodent division of 
Lever Bros. Co., has been reelec- 
ted president of the Sales Execu- 
tives Club of New York. 

Other officers elected are Joseph 
L. Wood, assistant treasurer of 
Johns-Manville Corp., Ist v.p.; 
Will A. Foster, v.p. of Borden Co.’s 
cheese division, 2nd v.p.; Peter R. 
Fullam, district sales manager of 
Carolina Absorbent Cotton Co, 
secretary, and James 


Werblow, | 


secretary of Polygraphic Co. 
America, treasurer. 


One-Egg Cake Recipe Gets 
Push from General Mills 


General Mills, Minneapolis, will 
begin a Softasilk cake flour pro- 
motion in June, featuring a new 
one-egg cake recipe developed by 


its Betty Crocker kitchens. 


The promotion will be pushed 
via back cover ads in Sunset Mag- 
azine and The Saturday Evening 
Post and the Betty Crocker “Mag- 


azine of the Air.” 


of Dorrance Leaves Mutual, 


Sets Up New Company 

Dick Dorrance has resigned as di- 
rector of public relations and press 
information at Mutual Broadcast- 
ing System to establish a new pro- 
motion company, Dorrance & Co., 
with offices at 32 E. 39th St., New 
York. He had been with the net- 
work a year. 

Until March 9, 1951, Mr. Der- 
rance was president of Dorrance- 


Waddell, an agency that subse- 
quently went into bankruptcy 
(AA, April 9, 1951). Dorrance- 


than any other magazine in the world" 


*3,794,000 average 1951 single-copy sales per issue . . . the world’s largest single-copy circulation. On sale at all A&P stores. 


Waddell originally was known as 
O’Brien & Dorrance, a company of 
‘which Mr. Dorrance was a co- 
| founder. 


Peerless Photo to Lupton Co. af: 
Peerless Photo Preducts, Shore- re 
|ham, Long Island, has appointed / 
John Mather Lupton Co., New 
York, to handle its advertising and 
publicity. 
Securities Service to Pilgrim 


Securities Service Corp., Chi- 
cago, has appointed Pilgrim Ad- 
vertising, Chicago, to direct its ad- 
| vertising. 


"i selected 
GAS 


. . « because the editorial con- 
tent of GAS is packed with 
actual operations information, 
the know-how and why of 
methods and techniques, the 
kind of reading gas men like. 
The high readership of this ac- 
tive, interested audience means 
better results from our adver- 
tising.” 


... and because GAS has 


> Largest circulation both in total 
copies and in copies to gas com- 
pany readers—92%, is to individ- 
val readers. 


D Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact 


> Circulation Verification is Two 
Fold. 96.53%, Verified by C.C.A 
for list accuracy. 93% Verified 
for Readership by independent 
audit. 


> Authoritative editorial coverage 
backed by 26 years experience 


> More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


> A circulation increase of 79°/, 
in 10 years has kept pace with 
the growth of the industry 


| > Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage. 


A JENKINS PUBLICATION 
198 So. Alvarado Street 
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DRAMATIC 


RELIEF FOR 


CIGARETTE SMOKERS 


You really throw 


away nicotine 


in your favorite cigarette 


by using the NEW 


MEDICO 
FSibterette 


At last! A cigarette holder with a 
purpose— Medico Filterette with 
built-in filter. Gives instant relief 
from nicotine, throat-scratch, 
tobacco dust, flakes! 


Nothing like it ever—Filterette is 
DISPOSABLE: Use holder about 
a week, throw it away, start a fresh 
one. 

Yes, throw it away—with all the 
nicotine and other irritants it has 
trapped. Ends your smoking wor- 
ries: you cut down nicotine with- 
out cutting down on cigarettes. 


In Filterettes, your favorite brand 


_ 


In 2 lengths, assorted colors 


smokes milder, tastes better. Try 
for 30 days and you'll never risk 
smoking without ‘em. If your deal- 
Pg 

er can't supply you, send 25¢ for 
a card of 3 Filterettes to Medico 
Pipes, Inc., 18 E. 54th St., N. Y.C. 


Advertising Agency: 
E. T. Howard Co., Inc. 
New York, N. Y. 


Gardner Cowles, Editor 


Circulation: 1,270,000 


Ist Quarter 1952 


ads in 
Quick 
produce 


results 
like this! 
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is I Ces. bre. 


A division of S.M.Frank¢Co, Inc. 


18 Cast 544 Street, View York 22, 72. Y. 


Tel: Eldorado 5-5665 


April 18, 1952 


Mr. Jack Reiss, Publisher 
Quick Magazine 

488 Madison Avenue 

New York 22, N. Y. 


Dear Mr. Reiss: 


Medico Filterettes, our new disposable cigarette holders with 
the built-in filter, have been advertised in Quick for barely 
30 days. Reaction from these ads has been so great we thought you 
would like to know some of the highlights. 


Trade Reaction 


of Inspired by this campaign in Quick which is our only national 
{ advertising, many of our distributors voluntarily initiated local 
drives to insure availability of Filterettes at retail outlets 
coincident with appearance of first ad. 


« Numerous requests were received from new distributors who wished 
to handle Filterettes. 


{ Consumer Reaction 


' 

{ Uncertain of initial distribution, we buried an "if your dealer 
' can't supply you" offer at the end of a long block of text in our 
i copy. Consumers have swamped us with replies; many of them 
} enclosing as much as $5. for this 3 for 25¢ item. Additional 
clerical help was hired to handle this terrific volume of inquiries. 
More important, jobbers and dealers have been constantly reordering. 


Advertising Reaction 


Surprised at the impact Quick has produced at jobber and 
consumer level and at such a low cost, we have authorized our 
agency, E. T. Howard Co., Inc., to place a continuation order with 
you on a page a month basis throughout 1952. 


a | Sincerely, 
: MEDICO PIPES,,INC. 


| fob 0 pha 


" HWS:rs Herbert W. Schloss, President 
x 
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Agencies Will Run World in 2052; 
Science Fiction Writers Tell How 


(Gontinued from Page 2) 
Associates, and some of their com- 
petition has been bitter. Our hero 
and his boss are reminiscing. 

“*Won't Taunton be likely to 
take—-well, direct action?’ 

“‘Oh! he'll try to steal it back,’ 
Fowler said mildly 

“*That’s not what I mean. You 
remember what happened with 
Antarctic Exploitation.’ 

“‘l was there. A hundred and 
forty casualties on our side. God 
knows what they lost.’” 

These hassles are sort of legal. 
Simply a matter of filing a “feud” 
with the government 

But our hero reveals a bit of 
squeamishness. 


s “Believe me, I'm a loyal employe 
of Fowler Schocken Associates; 


, Should be.” 
Fantastic, isn’t it? 


|@ There are some touches about 
| techniques of advertising in reports 
at the morning board meeting like 
the report of “Industrial Anthro- 
pology.” 

“According to the midnight in- 
dices, all primary schools east of 


ever since cadet days I have tried 
to live my life ‘for Company and 
for Sales.’ But industrial feuds can 


be pretty messy. Our profession : , , 
has been comparatively free of the Mississippi are now using our 
them—reasonable men can talk| Packaging recommendation for the 


school lunch program. Soyaburgers 
and generated steak are shrewdly 
packed in containers the same 
Shade of green as the Universal 
products [an account of rival 
Taunton] to transfer unconsciously 
the distaste to our competition. But 
the candy, ice cream and kiddie- 
butt cigaret ration are wrapped in 
colorful Starrzelius red [a Schock- 
en account]. When those 
consumers grow up.. .”He lifted his 
eyes exultantly from his notes. 


these things out nine times out of 
ten. But it was only a faw decades 
ago, back in 2039, that a small but 
highly effective advertising agency 
in London filed a feud against one 
of our bigger competitors, wiping! 
out every executive on the staff. | 
' And they say there are still blood- 
stains on the steps of the General 
Post Office where two delivery 
companies had fought it out for 
the Federal] Postal Contract, which | 
like the Armed Services, national 
and local police forces and other | 
former government agencies, are! 
let to private enterprise as they| 


years from now Universal products 
will be bankrupt and off the mar- 
ket entirely!” 


| 
|@ Or there’s the report from point 
of sale. 

“I don’t have to tell you men 
that point of sale has its special 
problems,” Harvey said, puffing 
his thin cheeks. “I swear, the whole 
damned government must be infil- 
trated with Connies!” |Conserva- 
tionists, who think people ought to 
go back to using natural products 
instead of synthetics. Real fana- 
tics. As our hero notes, “If ‘Nature’ 
had intended us to eat fresh veg- 
| etables, it wouldn't have given us 


| point of sale man continues: 

“You know what they've done. 
They outlawed compulsive sub- 
sonics in our auditory captive au- 
dience advertising—but we've 
bounced back with a list of seman- 
tic cue words that tie in with every 
basic trauma and neurosis in 
American life today. They listened 
to the safety cranks and stopped 
us from projecting our messages 
on aircar windows, but Lab tells 
me that soon we'll be testing a sys- 
tem that projects direct on the ret- 
ina of the eye.” 


@ Then he goes ahead and tells 
about the newest product. 

“Well, about this Coffiest,” he 
said. “We're sampling it in 15 key 
cities. It’s the usual offer—a 13- 
week supply of Coffiest, $10,000 in 
cash and a weekend vacation on 


little | 


“According to our extrapolation, 15 | 


niacin or thiamin chloride.”] The! 


the Ligurian Riviera to everybody | 


pecesecssecsessees 


ROMAN HOLIDAY—The Journal, Portland, 

Ore., carried this ad headlined “Have 

a Roman Holiday—Shop Big Chief Stores” 

for the food chain with all prices listed 
in Roman numerals. 


who comes in. But—and here’s 
what makes this campaign truly 
great, in my estimation—each sam- 
ple of Coffiest contains three mil- 
ligrams of a_ simple alkaloid. 
Nothing harmful, but definitely 
habit-forming. After ten weeks the 
customer is hooked for life. It 
would cost him at least $50,000 for 
a cure, so it’s simpler for him to go 
right on drinking Coffiest—three 
cups with every meal and a pot be- 
side his bed at night, just as it says 
on the jar.” 
There are other nice touches. 


s Our hero, flying in a plane, ex- 
plains that while you watch the 
scene below, every once in a while 
the window opaques, and you get 
a commercial. Sometimes more. He 
gets a Taunton commercial. It 


there's 


WB. 


PLUS WELD ~ EY 
CENTRAL OHIO'S ONLY 


no such thing 


— 5,000 
WELD-FM—53,000 


COLUMBUS, OHIO 


Mee OUTLET 


RADIO 


Not an “‘average”’ group, 
Central Ohioans are 
above average in spend- 
ing power, combining 
to form a billion-dollar 
market. Farmers, busi- 
nessmen and workers in 
diversified industries 
make this a perfect test 
market for your product. 
Raise your sales average 
in these 24 rich Central 
Ohio counties with 
WBNS. 


Advertising Age, June 2, 1952 


goes: 

“Sister, do you smell like this to 
your mister? The olfactory went 
on, and I had to use my carton 
while the ad chirped: No wonder 
he’s hard to get! Use Swett! 

* “My seat mate, a nondescript 
customer in Universal apparel, 
watched sympathetically as I 
retched. ‘Too much for you friend?’ 
he asked, showing the maddening 
superiority people who suffer from 
motion-sickness know too well. 

“*Uh,’ I said. 

“Some of those ads are enough 
to make anybody sick.’ 

“*Exactly what do you mean by 
that remark?’ I asked evenly. 


® “It frightened him. ‘I only meant 
that it smelled a little strong,’ he 
said hastily. ‘Just that particular 
ad. I didn’t mean ads in general. 
There’s nothing wrong with me!’ 


“‘Good for you,’ I said, and 
| turned away. 

“Still worried, he told me: ‘I’m 
|perfectly sound, friend. I come 


from a good family. I went to a 
| good school. I’m in the production 
|end myself—die-maker in Philly 
|—but I know the stuff’s got to be 
sold. Channels of distribution 
Building markets. Vertical] inte- 
| gration. See? I’m perfectly sound!’ 
| “ ‘Okay,’ I grunted, ‘Then watch 
your mouth.’ 

“He shriveled into his half of 
| the seat. I hadn’t enjoyed squelch- 
}ing him, but it was a matter of 
| principle. A kid overhearing that 
| kind of talk could be turned into 
|a pushover for a slick Connie.” 


|@ Well, Chief, I haven’t given you 
| nothing on the plot. But let me 
suffice it to say that in the last 
| scene our hero is left to freeze in 
the cold of Little America by the 
|double dealing market research 
|man. And there are still two more 
| instalments to go. 
Oh boy! 


| Delta, Chicago & Southern 
| Air Lines Plan Consolidation 

Delta Air Lines Inc., Atlanta, 
and Chicago & Southern Air Lines 
Inc., Memphis, are planning a 
consolidation which will make 
them one of the largest airlines in 
the country. Delta’s air routes cov- 
er 3,654 miles, 33 cities and 13 
states. C&S routes total 2,820 do- 
mestic miles, 3,034 international, 
and service 22 cities in the Mid- 
west and three cities in the Carib- 
bean. 

The combined ad budget of 
the two companies is over $1,500,- 
000. Burke, Dowling & Adams, 
Montclair, N. J., and Atlanta, han- 
dles the Delta account and Laugh- 
lin- Wilson-Baxter & Persons, Mem- 
phis, handles C&S advertising in 
the U.S. A C&S spokesman told 
AA that “changes to be made in 
the advertising departments of the 
two companies are unknown at 
present,” and that “no decision 
has been made regarding the ap- 
pointment of an agency to serve 
the consolidated companies.” 


‘Today’ Adds Two Sponsors 

Two advertisers have been ad- 
ded to Dave Garroway’s “Today,” 
early morning TV program on NBC 
Standard Brands Inc. now spon- 
sors two segments weekly—Tues- 
days, 8:20, EDT, and Thursday. 
8:45, EDT—for its Chase & San- 
born regular and instant coffees. 
Compton Advertising, New York, 
is the agency. Bauer & Black divi- 
sion of Kendall Co. begins spon- 
soring two weekly portions Tues- 
day, June 17, for its surgical dress- 
ings. Time—bought through Leo 
Burnett Co., Chicago—is Tuesdays, 
7:15, EDT, and Thursdays, 7:20 
EDT. 


Mathison Joins Phil Gordon 


Paul Mathison, formerly art di- 
rector of Swan Studios and H. M 
Gross Co., Chicago agency, has 
been appointed art director of Phil 
Gordon Agency, Chicago. 


Badger Joins KMTV, Omaha 

Don Badger, recently graduated 
from the Municipal University of 
|Omaha, has joined the promotion 
‘staff of KMTV, Omaha 
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IOWA DEALERS KNOW THEIR OATS... 
... And What It Takes To Make Sales Too 


If you had a buck for every time these 
questions have come up... your only worry 
would be an Internal Revenue Bureau visitor: 


“What do our dealers think of our adver- 
tising?” And, “Which publication do they 
prefer us to use that will help them sell more 
goods to farm customers?” 

Jobbers and manufacturers in many types 
of industry have surveyed their dealers to 
get the answers. They liked what they got, 
and sent them along to us. We like them too. 


Just recently a feed manufacturer asked 
his dealers and found Wallaces’ Farmer and 
Iowa Homestead preferred better than 6 to 1 
over next choice. 


Lumped together, these surveys cover 10 
classifications of business and 24,000 plus 
dealers. And an average preference for 
Wallaces’ Farmer and Iowa Homestead of 
better than 4 to 1 over closest competition. 


And as dealers know what it takes to help 
them move merchandise . .. we know about 
dealers. We work with them very closely 
through advertising and merchandising. 


That’s why advertisers who use dealer list- 
ing ads have shown increasing sales and 
greater dealer loyalty to the product. 


Want information on this subject for your 
classification ? 


Published by Wallaces’ Farmer and Iowa Homestead . . . . . Leading Farm Publication in Iowa . . . . . Des Moines, lowa 


YOU'RE NO DIFFERENT 
THAN A FARMER 


You worry about the same things. 
What’s going to happen to business 
next week, next month, next year? 

That’s a good question. 

To answer it you've got to stick 
your neck out a long way. And know 
what you’re talking about too. That 
is, you do if you want to keep your 
audience believing in you from year 
to year. 

“Future market prospects,” is the 


subject that always gets the nod | 


over all others when you ask for a 
vote from farm operators. 

So, if you want an attention get- 
ting ad... tell the folks on the farm 
what they’ll be getting for hogs, 
comes October. ‘Only be sure that 
the prediction comes out right. 


and believe a farm publication they 


have confidence in... one that gives | 


them a glimpse of what is likely to 
happen next on the market. 

If somebody else set the price on 
your product after you’d produced 
it, you’d be interested in a good for- 
ward looking source of information 
too. 

Which one does this and gives 
your ads benefit of the greater read- 
er traffic? 


It’s no trick to find out. Ask 


| 


| 


farmers this question: 

“Which farm magazine, farm pa- | 
per, or newspaper do you depend on | 
most for information on market 
prospects a year or more in the fu- 
ture?” 

Iowa State College Statistical 
Laboratory put this question to a 
representative sample of Iowa farm- 


ers. Here’s the way the vote came 
out: 
W.F. & I. H. 34% 
Paper A 12% 
Magazine B 5% 
Magazine C 3% 
Magazine D 3% 


Advertisers and editors that can 
satisfy this farm demand for a reli- 
able glimpse into the future are sure 
of an audience. 

How’s your crystal ball? 


whieh 


One 
Is The 


farmer 


Off the Cob... by George 


Farm people do a lot of reading in the 
Farmers crowd around to read | summer. But not the same kind as in 


winter. 
* * 

Men read a letter less, skip more, 
look at more pictures. Ad copy writ- 
ers need to keep this in mind. So do 
editors. 

* * os 

The farm wamen often read more in sum- 
mer than in winter. Maybe they pick up 
Wallaces’ Farmer and lowa Homestead 
while they are waiting for the old man to 
come in for supper. 

- * * 

Think how much reading your wife 
does while she is waiting for you to 
show up for dinner. And a hog that’s 
broken out of the pen is just as hard 
to leave as a client. 

* * * 

No survey is any better than the sample 
it uses or the interviewing method it em- 
ploys. Ask about both when anybody 
brings in a survey. 

*~ * * 

In a farm machinery ad, tell your pros- 
pects plenty. An Iowa farmer reports: “I 
read this ad because it told me a lot of 
things I wanted to know.” 

Does cartoon illustration get more 
readers than a photo? Depends on 
the copy, of course. But in general, 
lowa farm surveys give the photo the 
edge. 


One of the four is a farmer. 
a small bet. 


Can you pick him out? 
Actually the man on the left is Hon. Clyde Spry, lowa’s Secretary ¢ 
Agriculture. Then, Bill Davidson, Master Farmer of Cedar County, Iowa. 


Try this on your friends wi 


Nex 


Prof. Horace Cheney of lowa State College, and Dick Pierce, Associate Publishe 


of Wallaces’ Farmer and lowa Homestead. 


luncheon. 


Photo at 1952 Master Farmer award 


A Master Farmer Thinks Out | 
Loud About Farm Papers 


Master Farmers are smart folks. 
Farmers. 


They'll tell you. 


That’s why they get picked as Mast 
And get a gold medal to prove it. 
Ask them which is their favorite farm paper and why. 
And you may not like it. 


Then duck! 


Ole Kalsem of Story county did. Back in the days when Wallaces’ Farmer 


Ole the Master Farmer medal, 
“Well, thanks,” said Ole, “but you 
know, | always figure I get more good 


| out of the Homestead.” 


So you never know. 

But we asked one anyway. The in- 
terview with Pete Sidles who farms 
600 acres in Appanoose county went 
like this: 

“Pete, 
read?” 

“Wallaces’ Farmer and Iowa Home- 
stead comes first. I’ve been reading it 
for better than 25 years.” 

“What do you turn to first in the 
paper?” 

“Usually the editorial pages. 


what farm papers do you 


The 


comments are timely—and they can 
be trusted.” 
The editorial page is the heart of 


| and Iowa Homestead were competitors, the editor of Wallaces’ Farmer gave 


the paper. Get to know the editor 
there, and you can size up the other 
articles better.” 

(The double page of editorials in 
Wallaces’ Farmer and lowa Homestead 
is unique in the farm paper field. 
Latest surveyed issue shows: “any 
this page” scores on the spread of 71% 
and 93° for men, and 73% and 76% 
for women.) 

Sidles says he reads the ads, too. 
“Those ads are about my business. | 


| like to learn about new machinery and 


the new ways of doing things. You 


| can pick up a lot of information read- 


ing ads.” 
“No paper can make a farmer out 
of a green horn,” Sidles declares. “But 


| practical dirt farmers can find a lot of 


good ideas in your paper that help 
them do a better job of farming.” 
The Master Farmer award kind of 
sets a man upon a pedestal, too. One 
past award winner said, “This atten- 
tion from Wallaces’ Farmer and Iowa 
Homestead has made me a better farm- 
er. I have to be; my neighbors won't 
overlook my mistakes since I’ve been 
a Master Farmer.” 
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Noted Tax Authority 
Checks Poy on Several 
Hundred Publications 


Cuicaco, May 27—What do top| 


people in the magazine and busi- 
ness paper field earn each year? 

The importance of the salary 
question has been highlighted by 
two recent developments: 

1, The squeeze put on salaried 
people by the combination of high- 
er taxes and the increased cost of 
food and shelter 


plications with the government | the $15,000 to $25,000 bracket. 


whenever a Salary raise is given. 


In an interview with J. K. Las- | Cation)—The sales head with only 
ser, noted accountant and tax au-| one publication 


Had a Raise Lately? Lasser Tells 
AA How Much Magazine People Make 


| 


| 
are the salary ranges for the top 
sales and editorial jobs, based on 
the records of several hundred 
magazines and business publica- 
tions: 


® SALES DIRECTOR (several| 
publications in one company)—If 
the volume is several million dol- 
lars annually, this job may be 
worth more than $40,000. Usually, | 
however, the range is between 
$30,000 and $40,000. For sales vol- | 
ume of $1-2,000,000, normal scale | 
is $20,000 to $35,000, while less) 


2. The necessity for filing ap-| than $1,000,000 will put the job in 


SALES MANAGER (one publi- 


is usually paid 


thority, Apvertisinc AcE was able| about the same, volume for vol- 


to collect some interesting data on 
compensation in the magazine and 
business paper fields. Mr. Lasser’s 
figures are based on actual data 
from several hundred publications. 


s Here are some general conclu- 
sions that can be drawn from the 
available figures, Mr. Lasser told 
AA: 

1. Top pay has gone up 5% to 


fe % in the past year (which, Mr. 
‘ sser points out, is much less 


an the increase in taxes plus the, 
Gdst-of-living rise). 
2. Pay rates vary “all over the| 
t,”” even in the same kinds of 
isies houses with approxi- | 
Mately the same sales volume and | 
gumber of employes. ; 
/Some of this variation is due to 
e nature of the job, but a lot of) 
“may be due to bad erganiza-| 
n or poor personnel relations,” 
said 


@ Differences in pay on magasines 

at are about the same in size can | 
e: for a variety of reasons, Ber. | 
Lasser continued. Some of these | 
5 One publishing house may of- | 
f@ many financial or other bene- 
fits not offered by another com-| 


pany | 
'2. Many publishers have profit | 
sBaring and pension plans (some) 
afe good and some are bad, Mr. | 
Lasser says). 

73. The number and quality 
assistants may vary widely. 

4. Length of service may be a 
determining factor. | 

Whether an executive ought to 
be paid at the high or at the low | 
end of a range (or even outside it 
altogether) depends on the actual 
conditions of both his company and 
his job, Mr. Lasser cautions. Here 


of 


advertising 


house 
orgens 


you can't beat 
DUPLISTICKERS ! 


Write today for your sample package of 
Duplistickhers.. . see how they will seve 
you time and money on mailings. 


EUREKA SPECIALTY PRINTING CO. 
567 Blectric Street + Scranton 9, Penna. 


DUPLISTICKERS are made 


only by Erneta 


| ume, as the director of a group, ex- 
cept right near the top of the heap. 


straight commission, however, for 
few publications 
salesmen that way, Mr. Lasser |® The majority of successful sales- 
finds. Most salesmen get a salary | men for the bigger consumer pub- 
plus a bonus for extra accom-| lications range between $10,000 


The majority of one-book sales 
managers fall into the following 
categories: Multi-million volume, 
$25,000 to $35,000; volume of $1-2,- 
000,000, $20,000 to $30,000; volume 
$500,000 to $1,000,000, $15,000 to 
$20,000, and volume approximately 
$250,000, $10,000 to $15,000. 


® SALES PROMOTION MANA- 
GERS—except in the largest 
houses, this job usually comes un- 
der the close direction of the pub-| 
lisher or sales manager; conse- 
quently, the salaries are lower. 
On a “fair-size” book, $15,000 is 
usually a pretty good salary. A| 
$1,000,000 publication will likely | 
pay from $8,000 to $10,000, while! 
on smaller papers the range is| 
from $5,000 to $8,000. 
ADVERTISING SALESMEN— 
A salesman’s earnings must be 
closely geared to the business he 
produces. That doesn’t mean | 


still pay their} 


plishment in many cases. 


® Although most salesmen’s sal- 
aries are geared to their billings, 
wide variations can be caused by 
particular conditions. For example, 
a salesman producing $200,000 
from a tough territory may deserve 
as much as another man who bills 
$400,000 on well-established ac- 
counts. 

Despite these qualifications, the 
field in general follows a pretty 
set pattern which breaks down 
something like this: 

Top producers on larger maga- 
zines have ample opportunity to 
make $20,000. Based on a page rate 
of several thousand dollars, a 
salesman will have to bill $500,000 
or more to top $20,000. On business 


papers, where page rates are in 


most cases well below $1,000, a 


dollar volume of perhaps $250,000 
to $300,000 will mean earnings of | 
| $20,000. 
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and $20,000, with billings running 
from $250,000 to $500,000. From 
one-quarter to one-third of estab- 
lished space salesmen on national 
books earn between $7,000 and 
$10,000. Trainees are usually well 
below $7,000. 

Salesmen for leading business 
publications often match their 
colleagues on the “big” magazines, 
Mr. Lasser says. Because of con- 
siderably lower page rates—and 
thus lower billings per salesman-— 
the percentage paid on sales vol- 
ume is higher. Well-operated, me- 
dium-size business papers pay be- 
tween 7% and 12% of their billings 
in salesmen’s compensation, ac- 
cording to Mr. Lasser. 


® EDITORS—UwUnlike sales salaries, 
editorial earnings can’t be geared 
so directly to total sales volume, 
Mr. Lasser says. An editor’s job Is 
judged by looking at several fac- 
tors, such as the quality, char- 
acter and history of the publica- 
tion; the extent of responsibility 
for basic policies; strength of as- 


LOYALTY LIVES 


Advertisers who want loyalty can find it where it 
in Hometown America. For while Home- 
town Americans may not know how to be blasé, 
they do know how to be loyal. Loyalty means 
something to them, and they have practiced it, 


lives 


and become proficient at it. 


They are loyal to their families, their neighbors, 
their merchants. They are loyal to their commu- 
nity, their church, their country. And—because it 
is loyal to them, because it is the Family Service 
magazine for Hometown America—they are loyal 


to The American Magazine. 


IN HOMETOWN AMERIC: 


i a a a a a 


a 


More than 24% million Hometown families—over 
3,000,000 men, over 3,000,000 women, nearly 
3,000,000 children—a great group of over 
9,000,000 solid American citizens—with families 
younger, larger, 38% higher in income than average 


—read The American Magazine loyally. 


town America. 


They live where the bulk of the nation’s goods are 
bought, by brand name, through dealer-distributor 
channels. They live where loyalty lives—in Home- 


Earn their loyalty for your brand best in the mag- 


azine they trust most—The American Magazine. 
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sistants; length of service, and 
pressure of competition for people 
with particular qualifications. 

Top editors or editorial direc- 
tors of fair-size consumer publica- 
tions are likely to earn between 
$20,000 and $30,000. But many in- 
dividual cases are ‘’way outside 
those limits—for what Mr. Lasser 
calls “perfectly sound and neces- 
sary reasons in the publication’s 
own situation and what the editor 
is accomplishing.” 

Salaries on leading business pa- 
pers often match those on me- 
dium-size consumer books. In the 
$1-2,000,000 sales volume class, top 
editors draw from $15,000 +o $25,- 
000; in the $500,000 to $1,000,000 
range, the majority get between 
$12,000 and $20,000. Below $500,- 
000, salaries are correspondingly 
lower. 


8 ASSISTANT EDITORS—Sal- 
aries here are more widely di- 
vergent than among editors. This 
is due principally to a wider spread 
in the duties and responsibilities 
that may go with a particular job, 


| Angeles, is 


Mr. Lasser points out. On fairly 
large publications it is not uncom- 
mon to find assistant or manag- 
ing editors earning $15,000 or more. 

The scale, however, grades all 
the way down to $4,000 or $5,000 
for second or third assistants, or 
for the first assistant on a small 
paper. 


Allied Stores Plans Huge 
Shopping Center in East 
Allied Stores Corp., New York, 
has assembled a 100-acre tract in 
Paramus, N.J., for what it says 
will be one of the nation’s biggest 
shopping centers. The National 
Production Authority, which has 
approved the project, estimates it 
will represent an investment of 


| more than $17,000,000, exclusive of 


Sponsors Frisch Sportscast 

Union Oil Co. of California, Los 
sponsoring Frankie 
Frisch in the “Royal Triton Base- 
ball Roundup” over ABC starting 
May 26. Time—Monday through 
Friday, from 5:55 to 6 p.m., EDT— 
was bought through Foote, Cone & 
Belding. 


Amm.-i-dent Buys ‘Blind Date’ 
Amm-i-dent Inc., Jersey City, 
will present “Blind Date” in a 
summer series on NBC-TV start- 
ing Saturday at 9 p.m., EDT. Cecil | 
& Presbrey is the agency. | 
| 


Tveter, Kolburne Named V.P.s 


Harold M. Tveter and Russell L.| gram director of William Warren,! cinnati specialist in point of sale 
Kolburne, account executives, have | Jackson & Delaney, has been ap-| and related types of advertising, 
& | pointed radio-TV director of Ken-| has moved to new quarters at Mc- 


been elected v.p.s of Grant 
Wadsworth, New York. | 


| land and equipment in the build- 


ings. A spokesman for the company | 
said the land purchase amounted 
to more than $1,000,000. 

The shopping center will have 
parking facilities for 8,000 to 10,-| 
000 automobiles. Stern Bros., New 
York, one of Allied’s major de- 
partment stores, will lead off con- | 
struction at Paramus with at least) 


a $5,000,000 building containing 


300,000 square feet of floor space, | 
which would make it the largest} 
branch department store in the | 
ast. | 
Rader Names Bucholtz 
Jack Bucholtz, formerly TV pro- 


neth Rader Co., New York. | 


| moted 
| manager to business manager of 


|He has been with the newspaper 
| since 1920. 


Niagara Advertisers Elect 

Merrill C. Wilcox, ad manager of | 
R. C. Neal Co., Buffalo, has been | 
elected president of the Niagara} 
Frontier Chapter of the National 
Industrial Advertisers Assn. Other 
officers elected are John Mans- 
field, Ist v. p.; Arthur W. Cowles, 
2nd v. p., and John R. Owen, secre- 
tary-treasurer. 


Promotes Robert Gough 
Robert E. Gough has been pro- 
from assistant business 


the New Orleans Times-Picayune. 


KEAR Opens Frisco Office 

KEAR, San Mateo, Cal., has 
opened offices in San Francisco at 
27th and Burnham St. Walter 
Tolleson Jr. and Barney Hansen 
are sales representatives. 


Mullikin Associates Moves 
Sidney Mullikin Associates, Cin- 


Millan St. and Woodburn Ave. 
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MEMO TO 


LORD 


ADVERTISERS 


High volume 
maii order sales thru 
the Our Sunday Visitor- 
Register UNIT are the 
result of established, 
nationwide reader con- 
fidence and reader 
response! 


Prominent mail order advertisers 
rely on both of these two great 
national weeklies for coast-to- 
coast sales by mail. These ad- 
vertisers value the family buying 
power of the OSV-Register UNIT 
—and they take advantage of i 


Why don't you? 


oe we 


If your product can be sol 
by mail, by all means let us su 
ply you with helpful facts an 
information to begin a tri 
campaign. A letter, wire or tele: 
phone call will place our serv: 
ices at your disposal. 


All we ask is the opportunity 
to prove to you the worth of 
these great family weeklies—t@ 
introduce and sell your mer: 
chandise to our 1,515,215 sub- 
scriber families. 


1,515,215 


WEEKLY CIRCULATION 
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NATIONAL REPRESENTATIVES 
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Sunday Sports Sections Get Bulk of 


Cigar Institute's $250,000 Campaign 


New York, May 27—The Cigar 
Institute of America will launch 
its new $250,000 institutional ad- 
vertising campaign June 8 in the 
sports sections of 97 Sunday news- 
papers in 94 markets 

Insertions will appear thereafter 
every third week in 39 Sunday 
newspapers and every fourth week 
in the others through December 

The campaign is based 
cross-country survey of American 
smoking habits conducted for the 
institute by its agency, Benton & 
Bowles 

The survey shows eight 
facts, Eugene L. Raymond, director 
of the institute, told a press con- 


on a 


basic 


ference. He said these are 
1. A totai of 73° of all men, 
estimated at 50,000,000, are 


smokers 

2. About 40% of these men, or 
20,000,000, smoke cigars, cigarets 
and pipes in varying combinations 

3. Of these, about 25°, or 5,000,- 
000, are cigar smokers, consuming 
one or more cigars a day 

4. The 5,000,000 cigar smokers 
consume 86° of the cigar indus- 
try’s annual production, which 
averages about billian units 
@mnually. This is expected to be 
— to 6 billion units this 

al 


@ 5. The remaining 15,000,000 men 
Gonsume an average of one cigar 
@ week, the survey 

6. Of all women interviewed, 
@® “have no quarrel with cigars 
@ cigar smokers.” 


5.5 


shows 


7. Those who have objections 
ame specific things such as 
hes, butts, strong aroma, but do 


‘no! object to cigar smoking by men 

re. itives in general.” 

#8. “Finally,”” Mr. Raymond said, 
s a result of this survey, we have 

@cided to get away from the idea 

@ trying to sell women in our ad- 

Vertising. Our current campaign 
ill be directed toward convincing 

@casional cigar smokers to smoke 

@oe cigar a day.” 

+ The advertising campaign, Mr 


aymond said, will be concen- 
ated on the that “after a 
Meal, only 


idea 
a cigar will do.” This 
® the theme that will be used in 
which will feature testi- 
monials of leading baseball and 
football players 


® The Cigar Institute started ex- 
perimental advertising about 2'% 
years ago. Last year, it appropri- 


ated $200,000 for institutional ad- 


vertising. This included 13 b&w 
column and = half-column_inser- 
tions in Life, 12 similar insertions 
in The Saturday Evening Post, 
plus three four-color pages, and 
columns and half pages in about 


125 coilege newspapers (AA, Dec 
24, 51) 

Magazine advertising, Mr. Ray- 
mond said, has been discontinued 


TREASURE HUNT 
NOW UNDER WAY! 


STAKE YOUR CLAIM 
IN THE NEGRO MARKET 


Strike it rich! A little digging wit 
tool will pay off big in sales 


he right teel to use in t 

la own Race publica 

anc agazines they we 

Ne can afford to ove « 
million people spending $15 t 
every 


conceivable type of meret 
arge portion of this n 


be aimed at litUe effort and cost 
ntensely loyal to their own publicat 
espond sal messages they se 


sure your message reaches this ) 
ket-—and reaches it the best way! For 
details write Enterstate United Newspapers 5 
rifth Ave N. ¥ serving America’s leading 
advertisers for over a decade 
ONE EXAMPLE: for a publication that 
© sells the « y 
rich marke you can’t beat the N urte 
read by 1 vn 2 


500,000 Negroes in 


ek. Color ex magazine » 
section help make it America’s most 
weekly newspaper 
Neer Act now 


complete 
Tell the Negro-you'll sell the 


until such time as the institute’s 
budget can be raised. 

“Surveys proved,” he said, “that 
Sunday newspaper sports sections 


have high reader interest for us 
They are among the most thor- 
oughly read of all Sunday news- 


paper 
males.” 

The cigar industry, he added, is 
convinced that advertising is the 
key to a larger market for cigars. 
Individual cigar manufacturers are 
expected to tie in their own brand 
advertising with the _ institute’s 
theme 

In addition, the campaign will 
be merchandised on both dealer 
and consumer levels in all 94 mar- 
kets through the cooperation of 


among American 


sections 


institute manufacturer members 
who, in addition to their own 
brand advertising, will have sales- 
men and distributors help mer- 
chandise the theme by means of 
sales talks, window displays and 
counter promotions. 

The institute also will employ 
publicity at dealer and consumer 
levels, he said. 


‘LH]' Switches Agencies 
The advertising promotion di- 
vision of Ladies’ Home Journal, 
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Philadelphia, has appointed Do- 
herty, Clifford & Shenfield, New 
York, to handle its advertising, 
effective July 1. N. W. Ayer & 
Son is the present agency. Batten, 
Barton, Durstine & Osborn, New 
York, handles circulation promo- 
tion for the magazine. 


Buck Publishing Names Rice 

Robert Rice, formerly with Es- 
quire, has been named v.p. of 
Buck Publishing Co., New York, 
which will bring out Family Shop- 
per next fall 


2,000,000 BOY READERS DREAMED THIS ONE UP! 


AN 8 PAGE FULL COLOR SUPPLEMENT TO BE ADDED 
TO BOYS’ LIFE AS A REGULAR MONTHLY FEATURE 
STARTING IN SEPTEMBER ...! 


8 ADDITIONAL PAGES of action, sports, adventure, history, 


mystery and science every month for boys of all ages! 


8 BIG PAGES of color bound right into an already well 


balanced book of boy features and interests! 


8 MORE REASONS why BOYS' LIFE... fast becoming the 


ideal boy-inspired magazine ... will soon reach out into the 


mass boy market and become America's first three quarter 


million circulation boy magazine! 


9 Ww 
80 


2412 W. Seventh Street, Los Angeles 5, Calif 
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Begins Sofair Campaign 

Chap Stick Co., Lynchburg, Va., 
has begun a magazine, newspaper 
and television campaign for Sofair, 
liquid shaving cream for women 
to use with razors. The advertis- 
ing schedule includes b&w and 
color ads in Charm, Cosmopolitan, 
Modern Romances, New York 
Times Magazine, Redbook, This 
Week Magazine, True Confessions, 
True Romance and Vogue. In addi- 
tion, local advertising via televi- 
sion or newspapers in approxi- 
mately 25 metropolitan cities, and 


cooperative campaigns with chain 
and department stores, is planned. 
Copy theme is, “Now you can 
shave as a lady should.” Lawrence 
C. Gumbinner Advertising, New 
York, is the agency. 


Agency Appoints Snow 

Homer M. Snow, formerly sales 
promotion manager for several 
magazines, including American 
Home, House Beautiful and Red- 
book, has been named merchan- 
dising director of Grant & Wads- 
worth, New York agency. 


Worthington Promotes Three 

J. P. McArthur, manager of 
West Coast sales, has been pro- 
moted to manager of the Philadel- 
phia district sales office of Worth- 
ington Corp. He _ succeeds the 
late W. J. Daly. H. W. King, man- 
ager of the San Francisco district 
office, succeeds Mr. McArthur as 
regional manager of West Coast 
sales. P. L. McManus, resident 
sales representative in Portland, 
Ore., has been advanced to mana- 


ger of the San Francisco district! 


office. 


| Thoma Heads Sales Promotion 

Independent Pneumatic Tool Co., 
Aurora, Ill., maker of Thor porta- 
ble power tools, has named G. A. 
Thoma sales promotion manager 
to succeed John F. Corkery, effec- 
tive June 1. 


Promotes Fred Clark 

Fred A. Clark, v.p. in charge of 
western sales for American Build- 
er, published by Simmons-Board- 
man Publishing Co., Chicago, has 
been promoted to business man- 
| ager of that publication. 


THE SOLDIERS 
WON'T BE BACK jn \ THEY 


TOMORROW | 


Ve Gorag 
THE FORT UNTIL ST. THOSE poop ce 
ARE DOOMED! 


$100,000 Campaign 
Set by Krylon Inc. 
for Paint Products 


PHILADELPHIA, May 27—Krylon, 
Inc., manufacturer of Krylon 
acrylic sprays for home, automo- 
tive and industrial uses, will spend 
$100,000 during the coming year 
to promote its products. 
| The company will add Better 
| Homes & Gardens, Farm Journal, 
| Outdoor Life and several trade 
publications to its current sche- 
dule of 23 publications including 
The Saturday Evening Post. 

The expanded advertising sche- 
dule will coincide with the pur- 
chase of a new and larger building 
here to increase production and 
establish a new research labora- 
tory. A new product will also be 
added to the Krylon line. 


@ The company has established a 
special staff of merchandising men 
to tour the nation to support com- 
pany distributors and dealers. The 
expanded promotional program 
will include entry into the farming 
automotive fleet maintenance and 
marine fields for the first time. 

The new product to be marketed 
| in the near future is Krylon Black, 
|which will be added to Crystal 
|Clear, Aluminum and White 
|sprays. The acrylic sprays, pre- 
| pared for aerosol type bombs, are 
;used to protect automotive pants 
|and valuable documents as well 
|as for multiple home uses. 

Gray & Rogers, Philadelphia, 
the Krylon agency. 


‘is 


| Colgate Plans Free Ofter 
| Drive for Shaving Cream 
| Starting June 1, Colgate-Palmp- 
| live-Peet Co., Jersey City, is - 
| fering a regular 29¢ bottle of Palm- 
olive after-shave lotion “free jof 
extra charge” with a purchase of 
a giant size of Palmolive or Cal- 
gate shaving creams. 

The bargain offer will be m 


on the “Comedy Hour” (NE 
TV), “Our Miss Brooks” (CEI 


Radio and TV spots also will 
used. Ted Bates & Co. han 
Palmolive shave creams, w 
Sherman & Marquette handles 
Colgate creams. 


| ABC Appoints Colvig 

By Colvig, previously with K 4 
| San Francisco, and KECA, S 
Angeles, has been appointed a 
copywriter in the promotion ~ 
partment of American Broadcast- 
ing Co., Hollywood. 


It’s easy to use! _ 


i'll last and last! 


The 
ORDWAY 
Vinyl Plastic 
TYPE 
GAUGE 


Two simple, open 
faces (front and back) 
for convenient line 
and choracter count 
and also Elite or Pica 
typewriter character 
count. Transparent 
reading guide. Size 
2%" wide x 15'2" 
long. Price, $2.00, 
postpaid. 


| 321 N. Albony Ave. 
1 Gentlemen: 
| 1 om enclosing () check [) M.O. in amount 
oO ; ‘or Ordway Type 
| Gauges @ $2.00 each 
Nome 
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This Week in Washington... 


Direct Mailers May Rue H. R. 5850 


By STANLEY COHEN 
Washington Editor 

WasHINGTON, May 29—Direct 
mail advertisers and publishers 
may have reason one of these days 
to regret their indifference to H. R. 
5850. That’s a bill just 13 lines 
long which went through the 
House last week, giving Postmaster 
General Jesse Donaldson unpre- 
cedented authority to seize mail 
he considers obscene and fraudu- 
lent. 

From this country’s earliest days, 
the Postmaster General has had 
authority to block delivery of this 


SPECIAL DIVIDEND DECLARED* 
if you advertised last year in the RICH- 
MOND (Colif.) INDEPENDENT . . . you 
probobly have an Earned Merchandising 
Credit! 

*Why not find out? Contact Win Smith 
Advt. Mar. 


type of mail. But seizures general- 
ly did not occur until a hearing 
had been held and an examiner 
ruled there was ample reason to 
believe the mail was obscene or 
fraudulent. 

H. R. 5850 was requested by the 
Postmaster General after the Su- 
preme Court ruled last July that 
mail users involved in these hear- 
ings are entitled to the full pro- 
tection of the Administrative Pro- 
cedures Act. The House passed the 
bill after Mr. Donaldson provided 
several examples which showed 
how the time-consuming proce- 
dures of the Administrative Pro- 
cedures Act enables slick operators 
to “hit and run” before their mail 
can be blocked. 

There can hardly be any quarrel 
with the objectives of H. R. 5850. 
But shouldn’t publishers and mail 
users be wondering what rights, if 


| any, they have under this bill? 

In enabling the Postmaster Gen- 
eral to seize mail—and hold hear- 
ings afterwards—H. R. 5850 goes 
far beyond any previous statute. 
Considering the experience of Es- 
quire under the old law, this new 
authority in the hands of the Post- 
master General can easily become 
a life or death matter for many 
mail users. 

Yet, when the House post office 
committee called hearings on H.R. 
5850, no mail user group appeared 
—either to support the bill or to 
propose refinements. For lack of 
opposition, H. R. 5850 sailed unan- 


imously through the House, vir-| 


tually without debate. 
. * ” 

Last week, one of the major 
trade associations in the advertis- 
ing and publishing field had an 
emissary 


cities which have been perpetrated 
against advertising. 
Here’s hoping this report con- 


vinced his superiors that adver-| 


tising and publishing need front- 


in Washington digging | 
up information about various atro- | 


line representation here. 

Items like H. R. 5850 are hard 
to scent from an air-conditioned 
office in a New York skyscraper. 

If H. R. 5850 dealt with postal 
rates, an array of high-priced tal- 
ent would have been camping on 
congressional doorsteps. But when 
it comes to the little items—which 
lead to the big atrocities—who 
watches out for advertising and 
publishing? 

. e * 

In an off-the-cuff speech to the 
Electric Consumer’s Conference 
here Monday, President Truman 
| Snapped at the expression, “mass 
mind.” According to the President, 
private electric companies are 
spending “millions” to “influence” 
that mind. 


|pany propaganda 


| “What a horrible phrase,” Pres- | 


ident Truman said. “I think it is 
one of the most horrible phrases 
in the language. 

| “They think of the individual 
human being in this country as 
part of a mass mind. They set out 
to play upon 
|churchgoers, Boy Scouts and school 


saat hoot reer 4 $4 


“You win. All he 


does think about is 


Solid Cincinnati Reads the Cincinnati Enquirer!” 


TUMES STAR 


real 42.643 4 
Seance: A. B.C. Publesters’ Statements Sent WO 


Circulation, City and Retai 


1 Trading Zone 


158,430 


Times: 
star 
145,679 


Post 
143,997 


45 46 47 48 49 «50S! 


of cach year 


Another interesting development: More and 


more and more 
morning-newspaper town! 


. Cincinnati is a 


Today, the 


Daily Enquirer has more circulation 
within the retail trading zone than the 
total circulation of any other Cincinnati 


daily. 


Represented by Moloney, Regan and Schmitt, Inc 


the emotion of | 


Advertising Age, June 2, 1952 


children. They try to control peo- 
ple’s thoughts by using slogans 
and scare words, taking a leaf out 
of the books of Karl Marx and 
Adolph Hitler. 

“This is nothing less than an at- 
tack on the fundamental principles 
of our democratic country. Instead 
of letting people make up their 
minds on the basis of the facts and 
the truth, this private power com- 
is deliberately 
designed to conceal the facts and 
manipulate people’s opinions by 
appealing to their emotions and 
not to their reason.” 

And so the battle is joined. 

+ . + 

The President's talk before the 
Electric Consumer's Conference 
was the second time in a week’s 
period that he has struck out at 
the publishing industry. In the 
course of the Electric Consumer’s 
talk, he needled power companies 
for running full pages in the big 
magazines “month after month.” 

“You know, just one full-page 
ad in ‘Mr.’ Clair Booth Luce’s Life 
magazine costs $17,000,” the Presi- 
dent reminded his audience. “And 
one in the big corporation-con- 


| trolled Saturday Evening Post 


costs $12,000.” 

In a talk before a group of Vet- 
erans Administration employes 
last week, he chided Congress for 
failing to act decisively on postal 
rates. Contending that publishers 
get a subsidy of $190,000,000, he 
argued that if Congress is really 
serious about economy in govern- 
ment, it should see that people who 
use the mail pay their way. 

* Zs ” 

Federal Communications Com- 
missioner Robert Jones is busy 
calling public attention to arbi- 
trary features of FCC’s recent or- 
der lifting the TV freeze. His Pitts- 
burgh talk last week was a siz- 
zler. 

He pointed out that Pittsburgh, 
which has a single station oper- 
ating in the very high frequency 
band, is about five years away 
from a second station. Reason: 
Pittsburgh is eligible for addition- 
al VHF stations. Under its “prior- 
ity” plan, FCC will not get around 
to VHF grants until it has dealt 
with hundreds of other commun- 
ities which have no stations at all, 
or are eligible only for the new 
ultra high frequency band. 

The solution, Commissioner 
Jones told his Pittsburgh audience, 
is to get FCC to classify Pitts- 
burgh’s remaining unused VHF 
channel as an educational channel. 
Then Pittsburgh, with only UHF 
channels available, will move up 
to the front of Group 2, in pro- 
cessing Line B. 

“Unfortunately,” he told his aud- 
ience, “the issue in this battle is 
not, ‘Is this action just?’ Rather, 
the question is, ‘Can the court up- 
set the commission’s plan?’” 


Borden Whipped Cream Bows 


The farm products division of 
Borden Co., New York, is intro- 
ducing its new Golden Whip In- 
stant Topping, a 7-oz. pressurized 
can of whipped cream selling at 
52¢. Advertising so far has been 
confined to Food Merchant’s Ad- 
vocate, Grocer Graphic and inde- 
pendent Grocer. But Young & 
Rubicam reportedly is preparing 
a consumer media schedule for the 
new product’s introduction into 
other markets. 


Newbert, Shepard Named 

Harold W. Shepard, supervisor 
of sales promotion in the radio ad- 
vertising and promotion depart- 
ment of NBC, New York, has been 
named manager of sales develop- 
ment, advertising and promotion 
for the company’s spot sales di- 
vision. He replaces H. Norman 
Neubert, who has been appointed 
merchandising manager of NBC’s 
owned-and-operated stations di- 
vision. 


Beaumont & Hohman to Move 
Effective June 1, the Kansas 

City office of Beaumont & Hohman 

will move to 1025 Grand Ave 


— 
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You put more power behind your sales message when your decision goes to The Star. You get more power 
because The Star is first in official Washington’s confidence, first in news coverage, first in home delivery. 
It’s the favorite family shopping guide in the Metropolitan Washington area. Winner in 1951, 
still champion in 1952 (over the second paper by 5,849,718 lines in the first 4 months), The Star is the natural 
choice of advertisers for their dominant schedules in Washington. For a Sunday punch seven days a week, 


your best bet is a dominant schedule in the dominant Star. 


1852 A Century of Leadership 1952 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave.. NYC 17: The John E. Lutz Co., Tribune Tower, Chicago 11. 
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The class market buys in volume too 


High-income families not only buy better things — they 
buy more of all things . . . the dozen, the case, the carton, 
the longer trip, the bigger model. Take automobiles, for 
instance. The Federal Reserve Board’s “1951 Survey of 
Consumer Finances” shows that: 


Only 6% of the “under $5000” families bought a new car in 1950. 
30% of the “‘over $5000”’ families did so. 
40% of the “over $7500” families did so. 


And 49.4% of “U.S. News & World Report” families ($13,557 average) 
bought a car in 1950, for an average ownership of 1.4 cars 

per family, and 98.9% of them bought a car in the last 

30 months—according to a new survey just published. 


‘Class News Magazine 


| Industrial and management advertisers find the same kind . he 
of high buying-power concentration in the “U.S. News & World Report” | | : * 
audience. Being people of ability and importance, as their high i 
incomes indicate, our subscribers fill responsible jobs in all phases : 
of business and industry. Being busy people, they must depend ee 
: to a very large extent on just one news magazine, and research 
| confirms this high non-duplication with any of the other eB 
| news and management magazines. Together, these busy people 
comprise a big and important segment of the men directing 


SOR tne: Mie ats, Samim Bi TIN els 
Se 


and controlling the purchases of American business and industry. ae : 
This exclusive and growing hold on the attention and respect Rs Ac 
of such a major part of the management market is one ae 


explanation of why “U.S.News & World Report” ranked first meg 
in its field in advertising growth in 1951, and is Ne, 
holding that rank in growth in 1952. 


sfiies Ser 


FIRST IN ADVERTISING GROWTH 
e e CWS 1951 Revenue Gain 53% Over 1950; Greatest in Its Field 
FIRST IN CIRCULATION GROWTH 


) magazine & Wo rld Report 1951 ABC Gain 18%, Over 1950; Greatest in Its Field 
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Taliaferro Adds Duties 

V. B. Taliaferro, advertising and 
sales promotion manager of Ox- 
ford Paper Co., New York, has 
been appointed eastern sales man- 
ager of the company. The position 
formerly was held by Andrew M 
McBurney, who recently became 
general manager of sales. Mr. 
Taliaferro will continue as adver- 
tising manager of the company 
with which he has been associated 
for 25 years 


Sylvania Promotes Williams 
Samuel B. Williams, director of 
public relations, has been pro- 
moted to assistant to the president, 
Don G. Mitchell. He is succeeded 
by George W. Griffin Jr., formerly 
manager of General Electric Co.'s 
news bureau at Schenectady. 


COCKTAIL HOUR AT THE OPERA CLUB 


The perfect time to close deals increase 


budgets reote new campaigns. From 
5 to & hot hors d oeuvres are on the house 
Chicago's finest Martini made with 


It's the Opero Club for 
a wonderful show 


House of Lords Gin! 
Cocktails 
Chicago Ave. at Rush $t., Chicago 
The Conference Room for Ad Men & Women 


dinner 


ABP to Continue 
Speakers Bureau 


New York, May 27—The As- 
sociated Business Publications’ 
speakers bureau program will be 
continued during the coming year 
under the chairmanship of Harold 
E. Green, midwestern editor of 
Printers’ Ink. 

During the past year, 48 pro- 
grams were taken to college classes 
in journalism, advertising and 
marketing, and to. professional 
groups. The programs were pre- 
sented by publishers, editors, sales 
managers and salesmen of ABP 
member-publications. 


® Four major programs will be 
continued. These are: (1) back- 
ground and functions of business 
papers’ editorial content; (2) back- 
ground and functions of business 
paper advertising; (3) how to pre- 
pare effective business paper ads 


| (slide-illustrated), and (4) read- 
| ership of business papers as dis- 


closed in the Continuing Study of 
Business Papers, a project con- 


|ducted for ABP by Advertising 


Research Foundation. 

In answer to a need expressed 
by educators, members of the 
speakers bureau will place heavier 
emphasis on opportunities for 
young men in the business paper 
field. 


L. A. Merchandise Shows Set 


Los Angeles Trade Fair Inc. has 
announced a series of fall mer- 
chandise shows to begin in July: 
Sixth California Curtain and 
Drapery Show, July 6-10; 11th 
Corset, Brassiere and Lingerie 
Show, July 13-16; 35th California 
Gift Show, July 20-25; Fourth 
Western Jewelry and Silverware 
Show, Aug. 17-20, and Fourth 
be * a Housewares Show, Sept. 


Promotes Marion Reeves 


Mrs. Marion Reeves, media and 
research director of Gregory & 
House, Cleveland agency, has been 
promoted to v.p. and general man- 
ager of the agency. 
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Department Store Sales... 


They're Buying in the South! 


WASHINGTON, May 27—Depart- 
ment stores in the South appear to 
be on their way to a record sales 
year. 

While stores in the rest of the 
nation have been generally run- 
ning behind their 1951 volumes, 
those in the Dallas and Atlanta 
districts are doing better. 

The week ended May 17 marked 
the eighth successive week in 
which both of these districts have 
registered sales gains over the cor- 
responding 1951 periods. During 
this week stares in New York and 
Chicago were off 8% from last 
year. But there were increases of 
11% in Miami, 45% in Augusta, 
10% in New Orleans, 14% in Dal- 
las, 18% in El Paso, and 34% in 
San Antonio. 


@ The year-to-date figures bear 
this trend out also. According to 


How to write 
a million orders / 


What did he do? 


world’s fastest shipping method. He 

delivered his pens via Air Express! 
Air Express helped create a million- 

dollar business almost overnight! 


He turned to the 


For expanding markets, creating 
good will, there’s no substitute for the 


Remember when they introduced “the 
pen that could write under water?” 

It was more than just a stunt. For 
when the ball-point pen first appeared 
in the stores, its acceptance was so sud- 
den—the demand for the new on sO 
tremendous — that its manufacturer 
faced a serious problem 

He had to deliver more than a million 
pens--to every part of the country—in a 
matter of days! 


speed of Air Express. You can profit 
from its regular use, because: 

1T’s FASTEST — Air Express gets top 
priority ot all commercial shipping 
services—gives the fastest, most com- 
plete door-to-door pickup and delivery 
service in all cities and principal towns 
at no extra cost. 

IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the 
way and gets a receipt upon delivery. 


IT’S PROFITABLE— Air Express service 
costs less than you think, gives you 
many profit-making opportunities. 

Call your local agent of Air Express 
Division, Railway Express Agency. 


OAR EXPRESS 


GETS THERE FIRST 


a preliminary estimate by the Fed- 
eral Reserve Board, department 
store sales in the nation are run- 
ning 5% below 1951 for the first 
20 weeks of 1952. For the same 
period, stores in the Atlanta and 
Dallas districts were up 1% and 
2% respectively 

% Change from "5! 


Week Ended 
Federal Reserve May May May 
District and City 3 10 7 


UNITED STATES . _— 6 ° 
Boston District 1 3 —2 
New Haven 13 3-2 
Boston 1 2-1 
Lowell-Lawrence —5 1 —2 
Springfield ~-2 7 -6 
Providence 3 4 —-1 
New York District —a -3 -—8 
ewark —8 —5 —11 
Buffalo —7 rl 0 
New York —9 —2 -—8 
Rochester —10 —13 —16 
Syracuse ons —3 rl —l 
Philadelphia District Seni ts es | 
Philadelphia ... —8 ro —3 
Cleveland District 6 1 -—3 
Akron 4 5 5 
Cincinnati —12 6 0 
Cleveland ——§ —4 —6 
‘olumbus 6 15 6 
Toledo =i 2 —12 
ee 5 0 0 
Pittsburgh —> -—l1 -6 
| Richmond District —3 ri 2 
Washington 2 1 2 
Baltimore —4 6 4 
Atlanta District 5 27 9 
Birmingham —2 17 5 
Jacksonville 5 1 —5 
iami 1 16 ll 
Atlanta i5 46 5 
Augusta ‘ 26 =«r4l 45 
New Orleans 7 2 10 
Nashville ... “ —3 ll -—4 
Chicago District —5 i—5 
Chicago esnecsionaaiens —7 o —8 
Indianapolis 0 4 2 
troit 2 2 -3 
Milwaukee —14 o -3 
St. Louis District o rié 8 
Little Rock ~l 17 12 
Louisville 0 13 7 
St. Louis Area .. —2 ll 1 
Memphis enene 5 26 0 
Minneapolis District ... 1 2 0 
Minneapolis one 2 3 1 
St. Paul ” —2 3 —1 
Duluth-Superior 3 2 3 
Kansas City District 4 4 7 
Denver 1 7 3 
Wichita —6 17 19 
Kansas City 7 14 8 
St. Joseph —16 5 —9 
Oklahoma City 10 15 7 
ulsa 9 29 17 
Dallas District 4 ri ii 
Dallas ; 8 7 4 
El Paso 6 8 18 
Fort Worth 3 16 14 
Houston 1 28 15 
San Antonio 7 « «4 
San Francisco District 8 ro 4 
Los Angeles Area 6 15 5 
Downtown Los 
Angeles 4 10 0 
Westside Los 
Angeles 6 16 7 
Oakland —6 —2 4 
San Diego 5 11 13 
San Francisco 4 —3 2 
Portland . . + 3 1 
Salt Lake City OB 1 —8 
Seattle : —3 1 4 
Spokane 13 1 6 
r—Revised 


Tubes Unlimited to Adams 


A. D. Adams Advertising, New 
York, has been appointed to handle 
advertising and publicity for Tubes 
Unlimited Inc., a division of Rene 
M. Jacobs Co., New York, which 
tests, cleans, buffs and brands dis- 
carded radio and television re- 
ceiving tubes. Trade publications 
and direct mail will be used. 


Ewing Agency Moves, Adds 3 


Sam Ewing Agency, San Fran- 
cisco, has moved to larger quarters 
at 995 Market St. It has been 
/named to handle advertising for 
Aircraft Upholstery Co., Oakland; 
Tappan Stove Co., San Francisco, 
and its dealers in northern Cali- 
fornia, and Modern Appliance Co., 
| San Francisco. 


| L.A. Copy Club Elects 


Charles E. Lasher of Young & 
Rubicam has been elected presi- 
dent of the Copy Club of Los 
| Angeles. Other officers elected are 
| Albert S. White of Mogge-Privett, 
|v.p., and Glen Jocelyn of Foote, 
|Cone & Belding, secretary-treas- 
urer. 


Robbins Joins Lee Ramsdell 


Jean Robbins, formerly associate 
editor of Magazine Management in 
New York, has joined Lee Rams- 
dell & Co., Philadelphia, as copy 
director of consumer accounts. 


Rich Joins Jatte Agency 

Sydney D. Rich, formerly sales 
manager of WDGY, Minneapolis, 
has joined Jaffe Advertising, Min- 
neapolis 


— Sa 
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Macy’s Straus Says 
Dept. Stores Need 
More Self-Service 


New York, May 27—Consumer 
acceptance of self-service and the 
supermarket is a clear signal for 
department store merchants to re- 
evaluate their ideas of consumer 
requirements if they hope to I 
tinue in business. 

That warning was expressed this | 
week by Jack I. Straus, president | 
of R. H. Macy & Co., at the annual 
convention of the Controllers Con- 
gress of National Retail Dry Goods | 
Assn. 

Continuance of traditional and 
costly practices of store service 
in the face of shoppers’ liking for 
self-service, Mr. Straus said, “can 
sap the black ink out of the life- 
stream of net profit, and may well 
be obsolete.” 

Mr. Straus declared that the fac- 
tor of reasonable profit in the de- 
partment store business “is being 
quietly strangled,” even though 
sales in relation to past cycles are 
fairly stable, and margin is fairly 
static. 


® “New methods of serving the 
customer are pressing hard and 
successfully for recognition by the 
American family,” he said. “The 
housewife today is so much more 
enlightened in the quantity and 
quality of what she is buying that 
she is eager to make her own se- 
lections of merchandise.” 

Mr. Straus urged department 
store executives to adopt practices 
that have made new forms of re-| 
tailing successful. “Most impor- 
tant,” he said, “it is necessary to 
make even more desirable the. 
qualities of assortment, price and | 
bargain which the department) 
store fundamentally stands for.” | 

Roy L. Reierson, economist and | 
v.p. of Bankers Trust Co., said | 
there is little likelihood of more 
than a modest rise in consumer 
spending, despite defense expendi- 
tures and another round of wage 
increases. Expanded production | 
and material supplies plus the 
limitations of higher taxes, he 
said, point the way to more com- | 
petitive business unless there is a 
new international crisis. 


e Emphasizing that advertising 
agencies and departments can 
make ar. additional worth while 
contribution to the success of a 
department store, Leo Lenz, of S. 
D. Leidesdorf Co. New York, 
urged advertising people to fa- 
miliarize themselves with mer-| 
chandising planning techniques. 
If necessary, he said, advertising 
people should guide management, 
in the integration of efforts that 
will bring about uniformity of 
approach. 

“An essential step in the appli-| 
cation of a correct merchandising | 
technique,” Mr. Lenz said, “is co-| 
ordination of the merchandising | 
plans with the promotion activities. | 
In advertising, publicity and dis- 
play, substantially the 
weight should be accorded to clas- 
sifications, materials, price lines | 
and styles as are used to deter-| 
mine seasonal merchandising 
plans.” 
aos 


Show Moves to Don Lee Net 


The Sperry division of General 
Mills Inc. has moved “Breakfast 
News with Sam Hayes” to the Don 
Lee Broadcasting System. The 10- 
minute, 7:45 a.m. newscast had 
been on NBC for the past 13 years. 
The Monday through Saturday | 
program will be on 45 stations in| 
California, Oregon, Washington, 
Idaho and Nevada. Dancer, Fitz- 
gerald & McDougall, San Francis- 
co, is the Sperry agency. 


Fletcher Names Russell 

William L. Russell, formerly of. 
Ellington & Co. and Ruthrauff & 
Ryan, has joined Fletcher D. Rich- 
ards Inc., New York, as a radio-TV 
copywriter 


THE WINNER—Kent Day Coes, artist in the McGraw-Hill illustration department, 

with his two prize-winning entries in McGraw-Hill Publishing Co.'s third annual 

employe arts and crafts exhibition. The water color at left, a first-place winner, is 
“Sawmill on the East Branch.” The other, “Farm by the Sea,” won a third prize. 


Appoints Phil Gordon Agency 


House of Schiller, Chicago maker 
of plastic furniture covers, has ap- 
pointed Phil Gordon Agency, Chi- 
cago, to direct its advertising. A 


national ad program is being pre- | 


pared for fall publications. 


Hearst Transfers Nichols 


Richard Nichols of the Pacific 
Coast plans department of Hearst 
Advertising Service, Los Angeles, 
has been transferred to the sales 
department in the San Francisco 
office. 


| Sales Managers Elect 

John Adams Jr. of Central Mu- 
tual Life Insurance Co. has been 
elected president of the Sales Man- 
agers Club of the Boston Chamber 
of Commerce. Other officers 
elected are Donald Segal, S. Cup- 
ples Envelope Co., and Howard W. 
Lewis, Business Form Co., v.p.s; 
Albert E. Hunter, partner in Ly- 


brand, Ross Bros. & Montgomery, | 
treasurer, and F. McAvoy of the) 
| to the telephone industry. 


chamber of commerce, secretary. 


41 


Telephone Buyers’ Guide Out 

The 1952 edition of “The Tele- 
phone Composite Catalog & Buyers’ 
Directory,” published by Tele- 
phone Engineer Publishing Corp., 
7720 Sheridan Rd., Chicago, is 
now available. The 17th edition 
contains latest statistical informa- 
tion on the telephone industry 
and a complete “Buyers’ Guide” 
section containing 6,647 product 
listings by 736 companies selling 


Automotive J ournal 


McClatchy Newspapers 


THE MODESTO BEE 4 
National Representatives . . 


THE SACRAMENTO BEE 


OF 


. O'Mara & Ormsbee, inc. 


=== like California 
without the 
BILLION 
DOLLAR 
VALLEY 


2A AR ern ome Mts nese 


THE 


BEES 


It’s California’s inland market — 
with more buying power than San 
Francisco and Oakland combined.’ 
But don’t expect to cover it with 
San Francisco papers. Or with Los 
Angeles papers. 
papers that inland Californians 
read — The Sacramento Bee, The 
Modesto Bee and The Fresno Bee. 


*Sales Management's 1952 Copyrighted Survey 


You need the local 


THE FRESNO BEE 
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Huge Product List 


Backs Summer Drive 
Set by Tea Council 


New York, May 28—The Tea 
Council has made a good start at 
lining up the whole food industry 
to back its summer drive for iced 
tea. 

July 11-19 has been set as Na- 
tional Iced Tea Time and the cam- 
paign will be featured by a record 
number of product tie-ins. Through 
Leo Burnett Co., the Tea Council 
will place color ads in Life and 
will use 3,400 outdoor posters 


® Lending their names to the pro- 
motion will be the following gar- 
gantuan list of products 

frankfurters; Frigi- 
Birds- 


aspara- 


Armour'’s bacon, 
daire; Thermos jugs and bottles; 
Eve frozen chicken, raspberries, 
gus tips; Wesson ofl; Kraft cream, Ameri- 


can, Bleu, Swiss cheese; Ronzoni maca- 
roni and egg noodies; Hunt's canned to- 
matoes and tomato sauce; Borden's cot 
tage cheese, Starlac; Brer Rabbit molas- 


ses; Heublein’s vichysoisse; Libby's frozen 


broccoli; Campbell's soup; Minute rice 
S&W pears, peas, bouillon cubes Char 
iotte Charles rum cakes and ginger cook- 
ies; Halleraft china and Eva Zeisel de 
signed china; Libbey hostess set glasses; 
Roylies lace paper doilies; Ship Ahoy 
frozen shrimp and frozen shrimp cock- 
tails 

Also, Tabasco sauce; A-1l sauce; La 


Perla pimento; Dole pineapple; Pompeian 
olive oil; Pet mitk; Chicken of the Sea 
tuna fish; Nabisco shredded wheat; Smir 
ff vodka; Sadler teapots; Delta hot dog 
ish: Heinz vinegar, pickles, chili sauce; 
ho potatoes; Clover Farms butter; Blue 
»bon mayonnaise, salad dressing; Swans 
Bwn cake mix; Baker's chocolate, coco 


mut, Skippy peanut butter; Gerber'’s baby 
Gapds; donuts; American Popcorn Co 
Mezola: Lily-Tulip caps; Hormel ham 


Kéiller's Dundee cake and Dundee short 
biead; marshmallows; Crosse & Blackwell 
tafragon vinegar, India relish; Morton's 
salt; Coleman's English mustard; John 
sten's hot fudge; Jell-O; Del Monte fruit 
Demino sugar; Ozark mountain spoked 


and smoked turkey; Cointreau 
nd, bananas; Sunshine biscuits; Maine 
dines; My-T-Fine pudding; Hipolite’s 
rshmallow fluff; Vermont Maid syrup; 
medary mix; Pillsbury flour; Clabber 
1 baking powder; Desert Treasure 
ss; Rockwood chocolate bits; Karo 

) svrup 

Iso, FFV foil tea rings, lemon, orange 
Bleu cheese wafers; Thomas Eng 
muffins; House of Herbs; A-1 mus 
fab, Raffetto sauce; Seaitest ice cream; 
rto Rico rum; Knox gelatine; Huntley 
4 Palmer biscuits; Cain potato chips, 
h@®se radish, tartar sauce; McCormick's 


P@Pper, paprika, cinnamon, cayenne pep 
p@; Accent; Serviset table settings; Ekco 


flavorit press Funsten pecans and 
Fepstee 

@Jn addition, the following as- 
S@iations will be cooperating: 
Wheat Flour Institute, National Dairy 
Council ‘alifornia Fruit Growers Ex- 
change, American Meat Institute, Na- 
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tional Fisheries Institute, National Can- 
ners’ Assn., National Pickle Packer's 
Assn., National Picnic Month, American 


Macaroni Institute, Wine Institute, Ameri- 
can Institute of Baking, California Wal- 
nut Growers Assn., Fresh Cranberry Insti- 
tute, National Assn. of Ice Industries, 
National Macaroni Institute, Rice Miller 
Assn., Processed Apple Institute, Maras- 
chino Cherry Institute, Cereal Institute, 
Washington State Apple Commission and 
State of Maine Seafoods 


Ripon Appoints Buchen Co.; 
Plans Drive for Slipperettes 

Ripon Knitting Works, Ripon, 
Wis., has appointed Buchen Co., 
Chicago, to direct its advertising. 
Geer Murray Co., Oshkosh, Wis., 
is the previous agency. 

The company plans an intensive 
drive for its Slipperettes athletic 
socks, boot and hunting socks, 
wool and leather gloves and mit- 
tens. Full details of the promotion 
will be announced later. 


Boosts Monroe Mendelsohn 
Gould, Gleiss & Benn Inc., Chi- 


= 


THe EADY © 1hCOmee 


TO THE LADIES—~Miller Brewing Co. has 


fashion” ad series in Horper’s Bazaar and Vogue. Reason for the ads: women buy 
so much more beer nowadays. Mathisson & Associotes is the agency. The brewery 
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: Columbia Records Offers 
$12.95 3-Speed Player 


Columbia Records Inc., Bridge- 
port, Conn., has introduced a new 
$12.95 three-speed record playing 
attachment. The player, the first 
low-cost three-speed machine 
made by a major manufacturer, 
was launched on the Columbia co- 
sponsored telecast—‘“Douglas Ed- 
wards and the News” over CBS. 
|Special tie-in promotions have 
been arranged with dealers and 
distributors in the 18 markets 
carrying the newscast. 

Cooperative newspaper adver- 
tising will supplement the TV 
| drive. Theme for the promotion 
is—“a three-speed player at a 
| one-speed price.” McCann-Erick- 
son, New York, is the agency. 


Snag-Pruf to Chernow 


| Snag-Pruf Zipper Corp. has ap- 
| pointed Chernow Co., New York, 
|to handle its advertising, mer- 
chandising and public relations. 


a “first” in this ad, which opens a “high 


reports its High Life beer is now sixth in U. S. sales 


cago marketing consultant, has 
promoted Monroe L. Mendelsohn 
from southwestern manager in the 
Houston branch office to account 
executive in the Chicago office 


Snow Crop Names MacLellan 
John A. MacLellan, formerly 

general manager of the Allied Oil 

Co., has been named general sales 


—|Spamer to Hicks & Greist 
manager of Snow Crop Marketers John Spamer, formerly with Mc- 
Inc.. New York. He will have|Cann-Erickson in Buenos Aires, 
charge of all retail and institu-| has joined the art staff of Hicks 
tional sales. & Greist, New York. 


Look who’s reading 
NATIONAL GEOGRAPHIC! 


AletTRSNETS 2 cccccces 482 | Building Material | Customs Officers...... 911) Exporters 1,119] Labor Union Officials. . 10 
Accountants . -33,721 Dealers ee 412 E , Laboratory Worke 50s 
Actors and Actresses 368 | Business Managers 5,193 | Dactylose t mpross hatte . _ hd anaes ime 
é 36 ss Manz 5,195 actyloscopists ....... 3 (See also Railroad Laborers 5,404 
Advertising Agents 1,451 | Businessmen 697 | Dairymen soon GOD Express Agents) Land Appraisers BC 
Advertising Managers. 1,139 | Business Owners 459 | Dairy Products Exterminators oe. Landowners ; 945 
Advertising men 2.472 | Businesswomen 37 Merchants 161 Factory Managers. Landscape Gardeners. 767 
Agents (Unclassified) 5,239 | Butchers 462 | Dancers ‘ 64| Factory Owners .. Laundr “ = 
a _ ae P 4 “ aundry Owners 
Agriculture Buyers (Unclassified) 3,337 | Dealers (Unclassified) . 3,414| Factory Workers.. Laundrymen 
Agents 1.963 Decorators 3,015) FBI Agents é Lawyers 
Agronomis 582 — > stra > . » gota 
Cattle. ee ei 1.682 | Cabinetmakers 1,578 exe gy eared 100 Pilte r Ope rators ...... Leatherworkers 
it Pp 4.707 | Canners 42: ental Assistants 37] Financiers ........... Lecturers 
ers 707 - “ - » . > [$371 Fire Chie ¥ : 
Farmers 73'814 | Capitalists ace 60 wero Surgeons 2 peri Fire Chiefs oo” | Librarians 
Planters 1,400 | Car Builders a 10 | Ventists 15,782 | Firemen Se Lifeguards 
Workers 33] Caretakers .......... g94 | Department Managers. 2,305) Fish Merchants ~S | Lighthouse Keepers 
Air Line Hostesses 3] Carpenters .......... 9,290 | Designers ...... 3,099 | Fishermen 1,307 | rinemen 1,229 
Air Line Officials 20] Carpet Layers 3 | Detectives 312] Florists 4,214] Linotype Operators... . 
Aircraft Workers 402 | Cartoonists 144 Foremen eceeees 17,869 Liquor Dealers 
Amusement Owners 131] Cashiers (Unclassified) 4,888 Forest Rangers....... 2,144 Lithographers 
Analysts 161 | Caterers 228 Framers . ~ | Locksmiths 
Anatomists 10] Cattle Buyers 147 Freight Agents wees 281] Loggers 
Antique Dealers 241 | Ceramists 224 (See also Railroad Longshoremen 
Appraisers 57 | Che > Freight Agents) y 
' s . amber of Commerce > ~ 7 Lumber Dealers 
Archeologists ' 10] Officials 221 on ee 3.060 | Lambornen 
errr 6,864 | Checkers 40 - uit ba oo b 318 
Army Officers 13,507 | Chefs 1,337 ust Merchants and =... | Machine Dealers 908 
~ Dealers --- 3,122 
Art Dealers 144] Chemical Dealers 50 Fur Dealers 874] Machine Operators 2,345 
Artists a «5 5815 Chemists 13,497 "Ace serch ‘** “20 | Machine Shop Owners. — 459 
(See also Cartoonists, Chief Clerks » 1,806 . : 2 144 | Machinists 7.9 
Commercial Artists, Chief Operators 104 Furniture Dealers 2.144 wert > “ a 
Designers, Sculptors, . * = Diamond Merchants 10} Furniture Workers... 57 | Mai arriers 8,167 
ete.) Chiropodists 777 | Dieticians 643! Wurriers ............. 100 | Makers (Unclassified) 489 
Assemblers 432 Chiropractors 1,836 | Directors (Unclassified ) 11,537 Managers ( Unclassitied | 24 880 
Assessors 8741 _ Science im Display Managers 331 Game Wardens ....... Manufacturers 22,46. 
Astronomers 121 c or i cont . 7 Distributors 127] Gardeners ee Manufacturers Agents 
Athletic Directors 50 eaeeus roe * Mi oy «“ ‘| District Attorneys 104] General Merchandise Marine Officers 
Auctioneers 519 oe — aa — oo 3°° | District: Managers 2,513 POGNSTS ... cesses Mariners 1 
Auditors net lo rp — Divers 7| Geologists .........-. Masons 
Automobile p naan Reon _ Domestic Workers 459 | Geophysicists Masseurs 
Accessory Dealers oes | ~ = a P =a Draftsmen 3.931] Glaziers ........56. Meat Merchants 
Bus Drivers 96 Pee (Unclassified) > Drapers 499 | Glove Cutters Mechanics 
~ - on “rs 310 7 sy > or rig > 
c hauffe urs 1,025 c ot a , is 1,310 Drawbridge Operators 34 | Gold Refiners Memorial Dealers 
alers 5,772] Club Managers . 17 a ° 7 Government Clerks Merchandisers 
rage Owners ,0791C o Dry Goods Merchants 794 
. ve Clubwomen 231 ~ Government Officials Merchants ( Unclassi- 
aze Workers 1,280 ae o Dyers and Cleaners ~ i, P 
celine teakeee 44s Coal Operators 201 Grain Buyers fied) 29,909 
» - Manager 3 1.065 Coast Guardsmen 315 Bocnornists : 492| Grain Elevator Owners Messengers 345 
Service Station Collection Agents 271 Editors 4.744] Grain and Fuel Metal Dealers 124 
Owners 2.925 | College Deans 690 Elect ical Dealers c 553 Merchants ......... Metal Testers 121 
Tire Repairmen 13 | College Instructors 4,244 ooe _ = n73 | Grinders Metallurgists ........ 77 
~ a7< | Electricians 15,075] ~ ‘ 
College Matrons 375 — s os Metalworkers 2,338 
. aie mtn Electrotypers s 33 
College Presidents 630 Elevator Operators ery Buyers. Meteorologists ...... 64 
College Professors 9,343 | eacineers Guards eae Meter Readers 27 
College Students 62,406 | Eronautical Guides Milk Dealers......... 419 
(See also Students) Automotive OINS ..06cc0seses Millers 1,303 
Commercial Artists 1.306 Chemical .......... Milliners 322 
Commercial Travelers. 2,288 ~hie Handwriting Experts .. i ee 462 
Commission Merchants 1,514 Civil Hardware Merchants... 3,491 
Commissione rs 988 reno ag Hatcherymen coe 17 
Companions 60 Cost perverse S . 
Computers 70 Diesel Hide and Leather 
Concrete Workers 74 Efficiency Dealers ......ccocce . 
Confectioners 1,082 Electrical Horticulturists soe 
Congressmen 188 Electronic Hospital Officials. . 
Truck Drivers 2,486 | Consuls 1,059 Entimating Hostesses and 
Unclassified 50 | Contractors Heatin ‘ Receptionists ...... 
Aviators (See also Building 2.881 iiehway Hotel Managers.... 
Pilots 1,899 Cement and Concrete 348 Hoisting Hotel Owners 
Racteriologists 429 Drilling 322 Industrial Housekeepers 
Bakers aces, mec ce Marine Housewives .. 
Bank Cashiers 2.680 Seetiones 191 eee Hunters kali Millwrights 670 
Bank Clerks 7,564 Painting 104 Mining Mine Operators and 
Bank Examiners 549 Plumbing 84 Petroleum Ice Dealers ......+++- 385 Owners > 20 
Bank Managers 2,904 Unclassified 12.284 Plan Immigration Inspectors 131] Mineralogists 121 
Bank Officials 4.023 | Contractors’ Equipment Production Importers . 1,333 ] Miners 3,226 
Bank Tellers 2,201] Dealers Lt Radio . Industrialists ..... Missionaries .. 2,603 
Bankers 23,051 | Controllers 64 Saray se Inspectors ones \ Modelers 124 
Barbers 3.193 | Coppersmiths 17 Resear Instrument Makers. . . 8141 Modistes 121 
97 | Corporation Officers 6,767 Safety . 56 . 
Bartenders 97 |< . : . Sales Insurance Adjustors 1,152] Molders . 600 
Beauty Culturists 2,446] C os a and 590 ee Insurar Agents 26.693] Motion Picture Appar- 
Beauty Shop Owners ‘ (eee - Reporters 2 Stationary Insurance Underwriters 107 atus Dealers rn 47 
Beekeepers Newspaper Report- ewe: Interpreters ......... 13] Motion Picture ie 
Biologists ers, Writers and Au- Fe creel Snveuters .....<sc«0 224] Operators ......... 707 
Blacksmiths thors Unclassified Investigators .......- 781] Motion Picture : 
Boardinghouse Keepers Cosmetologists 87 Valuation Investments 2,714 Producers - 137 
Boilermakers Cotton Buyers 479 Ventilating 161] Ironworkers ........- 1,062 | Motormen and Conduc- ‘ 
Rook binders Cotton Dealers 208) Engravers 1.286 tors . 871 
Rook keepers 15 County Clerks 1.146] Entomologists 3751 Janitors ............- 546 Municipal 
Root and Shoe Makers County Officia 543 | Estimators 764 | Jewelers cece: OA oo 
Rottle Court Clerk 1.18 Etchers F 70] Jewelry Workers 20 Officials 
Rrewers Court Reporters 231 | Examiners 774 | Jobbers 750] Music Dealers 
Rricklavers 2| Craftsmen 17| Executives ........ 21.896 | Judges 2.007 | Musicians f 
Rridge Tenders Crane Operat: Executors 164| Justices of the Peace 578 ; ; 
Rrokers 4 | Creamery Owners Explorers 117] Naturalists ... 
Rrushmakers ........ Credit Managers Fxport Clerks 22 | Keepers (Unclassified) 67 | Naval Officers .. 
SRS cc ccccoce e 4.9 | Custodians 159 | Export Managers 285 | Knitters ° 821 | Navigators 
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Four Roses in a Cake of Ice: That's All 
One Advertiser Will Put into Summer Ad 


New York, May 28—For the 
tenth time since 1940, the Four 
Roses ice cake advertisement will 
appear in six national magazines 
during June, July and August. 

The ad this year will show no 
bottle, drink or reader copy. It will 
be a four-color photo showing only 
four reses frozen in a cake of ice 
with a card reading, “Cooling 
Idea.” The only product mention 
wili be the small type, legally re- 
quired identification line in the 
lower left-hand corner of the ad. 

Media scheduled include Amer- 
ican Magazine, Collier's, Life, 
Look, Newsweek and Time. Young 
& Rubicam is the agency. 

The first ice cake ad used by 
Frankfort Distillers Corp. was run 
in 1940. Except for last year, each 
of the previous ads included prod- 
uct illustration and identification 
plus considerably more copy than 
is being used in this year’s ad. 

Window and miniature displays, 


bar streamers, counter pieces, 
shelf strips and cards, and other 
point of sale material, all featuring 
the ice cake, will be distributed 
throughout the country. 


Darling Joins General Foods 

James J. Darling, formerly 
western manager 
Home, has been appointed prod- 
uct manager of syrups and pack- 
aged coconut in the Franklin Baker 
division of General Foods Corp., 
Hoboken. He succeeds William W. 
Prout, recently promoted to cor- 
porate director of promotions. Be- 
fore becoming western ma.ager of 
American Home, Mr. Darling was 
promotion manager of the maga- 
zine. Before that he was promotion 
manager and later associate editor 
of Collier’s. 


Lowe Runkle Co. Moves 

Lowe Runkle Co., Oklahoma 
City agency, has moved to the 
Liberty Bank Bldg. 


of American | 


SALESMAN OF THE YEAR—John F. Ahrens, district soles manager of Foundry, a 


Penton publication, receives a gold watch 


for beirg “space salesman of the year” 


from the Industrial Advertising Assn. of New York. Smiling at left is Charles M. Neigh- 
bors, ad manager, Babcock & Wilcox Co., as Karl L. Zollner (right), Steel, last year’s 
winner, presents the IAA award. 


‘TV Guide’ Promotes Two 

Harold B. Clemenko, editor-in- 
chief, and Christopher J. Bodkin 
Jr., general manager, have been 
elected v.ps of TV Guide, New 
York. 


Clark Appoints Harris 


David A. Harris, formerly 


IF YOU'VE EVER MENTALLY PEGGED OUR READERS 
into a few neat holes, we'd appreciate your 
putting a few minutes of your time against 
this occupational analysis. 

Based on a survey of 569,093 subscribers 
projected against our over-two-million circu- 
lation, it shows dairymen, draftsmen and 
dentists . 
... Salesmen, secretaries and students... 


. . printers, painters and physicians 


levels and high standards of living 


«.. who 


cut across almost every business, profession 


and occupation! 


These people write us up to 63,000 pieces 
of first class mail every day. They renew their 
subscriptions at an amazing rate of more 


than 87% . They have a warm spot 


in their 


hearts for our product. We think there’s room 
there for your product, too. The National 


of | 
Ruthrauff & Ryan, has been added | 
to the New York sales 
George W. Clark Inc., radio sta-| 
tion representative. 


staff of) 


tool and die makers and teachers. Active- Geographic Magazine, Washington, D. C. 
minded Americans with high mental Member of Audit Bureau of Circulations. 
News Agents Police Chiefs 606; Station and Ticket Technicians 3.494 
News Dealers Police Officers... . 4,683 s a — tees Telegraphers 1,601 
Newspaper Owners | Politicians 265 Tra 2 Dis n RY ESE Telephone Operators... 3,022 
» aper Reporter | Exchange se Telept 2 R ri K 
Newspaper Reporters , | Post Exchang Trainmasters elephone Repairmen. 3,424 
and Writers 1.997 | Managers .......... Trainmen Textile Workers 2,137 
(See also Reporters Postmasters Unclassified Theatre Managers 486 
Correspondents and | Pottery Dealers Yardmasters Suess Ownels 717 
Journalists) «=4| Poultry Raisers Railway Mail Clerks Ticket Agents (Un- 
Nickel-Platers J waa Power Plant Operators Ranchers classified ) 161 
Notaries Public 1.307 | Pressmen Real Estate Agents Tile Dealers 23 
Nurser — 19 68 . | Printers Refiners (Unclassified) Timekeepers 821 
Nurses » ” | Produce Merchants Refrigeration Experts Tinsmiths 335 
ae eee Producers (Unclassi- . | Registrars | Tobacconists 770 
Omen Managers fied) 27 | Religious Education Tool and Die Makers. 7,182 
rom ae mer Production Managers 1,956 Directors Tool Designers 338 
Officers (Unclassified) Repairmen (Unclassi- : 4 7 
Officials ( Unclassified) Professional (Unclassi- Red) 620] > : bt 9 gow! — ials ‘ ina 
Oil Field Workers fied) 640 | Reporters 415 Shipwrights yr 4 a rd 7 of = 
Oil Gaugers Projectionists 134 | (See also Newspaper Shoe Merchants rainers 2 a 
Oil Merchants Property Men 228 Reporters) Shoe Workers. Transfer Agents 44 
Oil Operators Prospectors 204 | Research Workers 1,042] Sign Painters Transfer and Moving 325 
re - ee ducer: Psychiatrists 151 | Resort Owners 807] Silk Merchants Translators 10 
<r aesaariga Public Health Officers 7| Restaurant Managers 64], Silkworkers .. Se and o006 
os Refiners Publicity Men 94| Restaurant Owners 4,680] Silver Refiners T see peed ‘ . . poo 
Oil ‘Workers m Public Utility Owners. 744 | Retired 2.496 | Singers Reed See. 59 
Operators ( Unclassitied Publishers 4,127| Revenue Agents and Social Workers 7 ree Surgeons ; 171 
Optical Workers Pumpers 167 Commissioners 586] Soldiers and Sailors... 6,171 | Tropical Fish Raisers 4 
Opticians Purchasing Agents 4,191 | Rice Merchants 3] Sporting Goods Dealers 194 Typesetters 214 
Optometrists ......... Road Builders 258] Stamp Dealers... . 7| Typists .. 1,501 
Orchardists Radar 20} Roll Turners 54] State Officials ..... 526 
Osteopaths Radio Announcers . 479} Royalty .......+..6.- 137] Station Agents ee 4.963 
Overseers esses 44! Radio Commentators . 3 | Rubber Dealers . 379 (Unclassified ) Upholsterers ......... 636 
Owners (Unclassified). 1,993] p. Gio Dealers 385 | Rubber Workers...... 479] Stationers ._......... - 
P seni 740 | Rug Dealers se 171 | Statisticians Veterinarians 2,590 
PE ree 77 | Radio Operators 0} Steamfitters * Vineyardists ......... 100 
Paint Dealers 18 Radio Station Manager: 13 | sales eee 1,588 | Steamship Agents : 5 
Painters 4,291 | Radiologists ......... 44 Salesclerks oe 2,181 | Steamship Captains and Walters ..cscccccccee 496 
Paper Dealers ....... 255 Sales Managers and Officers ane . 1,226] Wardens coeees 278 
Paper Hangers 204 Directors 11,869 | Steelworkers 315] Warehousemen .... 1,072 
Paper Workers ....... 211) Salesmen (Unclassified ) 50.69 Stenographers Warworkers 435 
Patent Examiners 64 | Sawyers ‘ 27 | Stereotypers Watchmakers 1,079 
Pattern Makers 1,608 Scenario and Play Stewards and Watchmen ¥ 590 
Paymasters 566 riters one 60 Stewardesses . 492) Weather Observers 124 
Personnel Managers. : 824 School Board Members 590 Stock Clerks..... 157 | Welders ee 3,035 
Pharmacists and School Coaches 178 Stockmen 1 21 “| Well Drillers 509 
Druggists . 16,331 School Principals 6,074 Stonecutter D sscves 4 20 | Wholesalers . 221 
Philanthropists oes 13 School Superintendents 3,367 Store Managers ieawn 5 481 Wireless Operators.... a9 
Photoengravers 1,152 Schoolteachers . 102,353 Store Owners iawdee 3,47 7 | Wood Dealers wd 20 
Photofinishers 3 School (Unclassified). . 67 | Storekeepers 2,348 Woodwor kers . Ta 
Photo Supply Dealers. 77 Scientists .. 2,181 ——, vere ee 68,585 | Wool Buyers : 198 
Photographers ....... 296 (See also Astrono- Guokentes ollege Wool Dealers 7 191 
Physical Trainers .... 362) Radiotricians - ae mers, Biologists, etc.) re Suan Searshonts 30 Workers (Unclassified) 1,662 
Physicians and nivd #€£»=~— s Scout Directors 328 ye R _ 164 | World Travelers 3 
Surgeons 74,316 | Sane 2,090 | Sculptors 26) See o 54, | Writers and Authors. . 2,764 
Physicists ee CR hau eatawe «4 315 | Secretaries .........- 31,681 | Super intendents 19,574 (See also Correspon- 
Physiotherapists oss ES Conductors ..... 1,970 Seed Dealers 573 interna spodeus 6 yo dents and Journalists) 
Piano Tuners j 17 axesees jo = Senators 224| Surveyors ..........- 2,45 Y. W. C. A. Offcials 3 
Pilots (Unclassified).. 1,765 I pies rem 57 | Service Managers — poe : 
Plant Superintendents 30 _— -dhony * 5.437 (Unclassified) .... allors tsesececones 24 2 
Plasterers .....-++++- 499 Officials "312 Sheriffs es 2 Tax Assessors ? . 624 Gainful Occupations 
Plumbers ........-+++- 3,819 Roundhouse rae 124 | Shipbuilders ....+++++ 10| Tax Collectors. . 988 
POG 2. ccvccscowceve 17 Signalmen .......- 519| Shipowners ....+eee+2 573] Taxidermists 234 
fy (1982, THE NATIONAL GROGRAPHIC MAGAZINE 


America’s most 


active 


minds read 


Now, more than 2,000,000 circulation 


according to publisher’s current records. 
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Cunningham Named A.M., S.M. 

John A. Cunningham, formerly 
a sales engineer with Andrew 
Corp., and before that regional 
manager for Liberty Broadcasting 
System, has been named advertis- 
ing and sales manager of the de- 
partment of engineering of River- 
bank Laboratories, Geneva, IIL, 
designer and maker of precision 
frequency control instruments and 
Eisenhour temperature compensa- 
ted tuning forks. 


Mw atin te, 


in the Toronto market 
WHEN , 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 


421,121 


COPIES DAILY 


A.B.C. Publisher's Statement, Sept. 30, 1951 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.——WARD-GRIFFITH INC. 
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TOGRAPHIC REVIEW OF THE WEEK 


IM JUDGES JUDGE—Poring over entries in the merchandising publication class of 
Industrial Marketing's 14th annual business paper editorial competition are (from 
left) Hugo Hartmann, president, Fresh’nd-Aire Co., division of Cory Corp.; George 
Zednick, assistant ad manager, Thor Corp.; Hal Burnett, Burnett & Logan; R. A. 


IN MILWAUKEE—Seagram-Distillers Corp. 


Gilruth, od manager, Deepfreeze appliance division, Motor Products Corp.; Robert recently turned Pro this spectacular for THERE'LL ALWAYS BE AN ADMAN—After some coaxing, the State of Connecticut 
Peck, v.p., Venden Co., and Burton Browne, Burton Browne Advertising. Winners 7 Gon in Wt agreed to let Leon A. Danco, product manager for Tartan suntan lotion, McKesson 
will be announced at the National Industrio! Advertisers Assn. meeting 22'4'x55\a' and was put up by Cream & Robbins, hove this license plate. Mr. Danco, shown here, added the lower plate 


City Outdoor Advertising Co 


gh 


> 
. a 
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LF DAY—These genial golfers and many others turned out for the Agate Club of Chicago’s annual Young & Rubicam; John Mclaughlin, Kraft Foods Co.; Ray Senate, Household; Charles E. Darwent, S. C. 
f tournament May 23 at the Bob O’ Link Country Club. They are (left to right) W. A. Sturgis Jr., Johnson & Son Inc., Racine; Hi Schuster, Look; George McGivern, Grant Advertising; Al Vinnedge, Cos- 
mily Circle; Ray Spencer, D’Arcy Advertising, St. Louis; Bob Alexander, Family Circle; Robert R. Burton, mopolitan, and Frank Hakewill, Roche, Williams & Cleary. 


> A MODEL AGENCY IS BORN—These pictures, conveniently arranged for by AA, explain (to those who who patiently explains the general attitude they may expect of all p.r. men. At right above, co-hostess 
. can’t know, but would like to) how a models agency gets started. At top left, AA‘s lucky photographer Marge Lea listens considerately to three guests who express delight at having party invitati 
catches the serious air of the gathering, staged at Betty Mattson’s new studios in the Diana Court Bldg. At bottom left, meanwhile, Martha Peace smiles as cameraman comes upon her in busy crowd. At center 
in Chicago. The next photo shows three models listening carefully to Poul Ricks, @ public relations mon, is another busy five-some. At right, finally, is entrepreneur Mattson herself, greeting newcomer. 
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Never Underestimate the Power of a Woman! 


Total net paid average circulation for 
first three months, 1952—4,700,060.* 


*Publisher’s Interim Statement to ABC, period ending March 31, 1952 


meen JOURNAL 


THE MAGAZINE WOMEN BELIEVE IN 
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Edward Einhorn Inc. 


Edward Einhorn Inc., 
ing and public relations, 
its office to 273 Main St., Hunt- 
ington, Long Island. Richard 
Sturtz, formerly with Mural Press 
Inc., has been named v.p 


Moves 


advertis- 
has moved 


Stapf Promoted to Art Buyer 
Howard Stapf, production man- 
ager for Hicks & Greist, New York, 
has be@n promoted to art buyer 
. 
4 = ff this... 
you know 


BUT YOU DON’T KNOW 


what your ad will de for you unless 
like many others, have it custom-made 
JAY PL order by Walk. Be convinced ne 


WAL advertising typographer 
11 EAST HUBBARD ST., CHICAGO 11, 1LL. 


Mutual, IGA 
Plan a Summer 
Picnic Tie-up 


New York, May 28—Mutual 
Broadcasting System will enter the 
radio merchandising competition 
next month with a special two- 
week promotion in cooperation 
with Independent Grocers Alliance. 

Designed to give a special im- 
petus to Mutual-advertised prod- 
ucts and increase traffic in IGA 
stores, the campaign will get under 
way June 23. Theme for the store- 


* 


wide promotion will be “Look, 
mom-—.it’s a picnic.” 

Point of sale material of all sorts 
has been prepared by Mutual, 
under the direction of Harold M. 
Coulter, director of advertising and 
promotion. IGA will pay for and 
distribute some 14,000 pieces of 
this material to its retailers and 
wholesalers in 31 states 


® Second to A&P in number of re- 
tail outlets, the alliance boasts 
about 11,000 stores, 5,300 of which 
are in the supermarket class. This 
promotion will primarily be con- 
cerned with the latter group of re- 
tailers. 

Featured products in the drive 
will, of course, be Mutual-adver- 
tised brands. Stores will also be 


permitted to give point of sale bill- 
ing to local and national spot clients 
of the cooperating affiliate station, 
provided they are not competitive 
with the network’s client list. 

The first week of the drive will 
use the picnic theme in the vernac- 
ular sense. The second week, prod- 
ucts associated with the literal use 
of picnics will be pushed. 


@ In addition to distributing the 
point of sale aids and furnishing 
field men to whip up interest in 
the promotion, IGA will use sup- 
porting newspaper advertising in 
approximately 1,800 papers. The 
first week, Mutual-advertised 
products will be dropped in 
the copy individually. The next 
week, they will get mention in a 


I 
i There are GREENER PASTURES in the wheat state. . . 
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THE BUSINESS PAPER OF KANSAS FARMERS 
KANSAS FARMER-— Editorial and Business Office—Topeka, Kansas 


U.S. Total 88,062 $15,733,051 
\ *000 omitted from all figures 
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Sake 
KANSAS FOURTH 
IN CATTLE! 


Number’ Value* 


Texas 8940 $ 1,314,180 
lowa 5,507 1,013,288 
Nebraska 4,646 854,864 
Kansas 4,34) 742,311 
Wisconsin 3,916 908,512 
Missouri 3,658 643,808 
Hlinois 3,550 685,150 
Minnesota 3,472 687,456 
California 3,160 666,760 
Oklahoma 3,065 481,205 

TOTAL 44,255 $ 7,997,534 


for your product! 


Kansas Is a Billion Dollar Market 


They grow a lot of wheat in Kansas—always the 
No. | state—but that isn’t all! Kansas agriculture is 
diversified—corn, cattle, produce and many other 
things go to market, too. In fact, only three other 


states in the country 


raise more cattle. 


As of 


January 1, 1952, Kansas cattle were worth the stag- 
gering total of $742,311,000! Today, Kansas is one of 
the biggest, most stable farm markets in the country 


Confidence in KANSAS FARMER editing builds confidence in 


its advertising! 


MIKE WILSON 
Livestock Editor 
and fieldman 
Known all over 
Kansas. 


Published by Copper Publications 
Largest Agricultural Press in the World 


DICK MANN 
Assoc. Editor 

of Kansas Farmer, 
an authority on 
general livestock. 


Farmers all over the state know editors Mike Wilson and Dick Mann — and 
know they are authorities in their fields. Farmers know they can rely on their 
judgment. That’s why an article in Kansas Farmer carries extra punch—and gets 
action. Naturally your advertisement wins you the same consideration and trust. 
Put Kansas Farmer on your schedule—and sell the Kansas farm market! 
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box in the IGA ads. The company’s 
grocery paper ads also will tie in 
with the picnic theme. 

Mutual will use radio, its favor- 
ite medium, to support the mer- 
chandising venture. Three quarter- 
hour shows are being built. They 
will be open-end for local store 
mentions where feasible. 


s Within the two weeks, the net- 
work will air approximately 150 
spots on sustaining programs. 
These will range from 20-second 
jingles to one-minute announce- 
ments. Affiliates will be provided 
with spots. And Mutual will sug- 
gest to network advertisers the 
possibility of supporting the drive 
with mentions on their own shows. 
Mr. Coulter expects at least 350 
Mutual stations to cooperate in the 
drive. In areas not covered by IGA 
stores, stations may team with lo- 
cal chains for “Look, mom—it’s a 
picnic.” 

| Mutual's out-of-pocket expenses 
|for this promotion will be under 
| $3,000. This doesn’t include air 
time. 


1 


}@ MBS decided on this type o! 
short, concerted merchandising 
| drive on the basis of a five-month 
test last year in seven markets. In 
lthat case, the network provided 
|its own point of sale field staff 
| Though highly satisfactory as a 
_ sales stimulant for Mutual-adver- 
tised products, the drive convinced 
the network that a “year-round 
network plan is impractical, lim- 
| iting, unimaginative and too costly 
| for the sales traffic to bear if it i: 
' done with honest results. 

“And it is not possible to main- 
tain the high enthusiasm of any 
|organization, grocery store oper- 
ators included, for an unchanging 
idea or tie-up 365 days a year. . 
A third party such as an advertis- 
ing medium could better adapt 
itself to existing patterns of mar- 
keting in the field (grocery or 
drug) which it seeks to cultivate 
on behalf of its advertisers.” 

If the results of the coming 
drive, which Mutual calls test No. 
2, prove successful, the network 
will schedule about three such 
promotions annually. 


WCBS-TV Increases Rates, 
Offers Volume Discount 

WCBS-TV, New York, is raising 
its local Class A base hourly rate 
from $3,750 to $4,000, effective 
June 1. The station’s network rate 
is already $4,500 an hour. The cost 
of Class A time announcements 
is being increased from $775 to 
$800. 

The new rate card will intro- 
duce a new classification, Class D, 
covering the period between mid- 
night and 10 a.m., with a base 
hour rate of $750. As an incentive 
for increased purchases, advertis- 
ers will be offered a new volume 
discount of 45% for 12 or more 
daytime announcements weekly. 


Wins Real Estate Ad Award 


Acme Advertising, Atlanta, has 
won first place and a Gold Award 
offered by the National Assn. of 
Real Estate Boards, Cincinnati, for 
a 16-page, full-color brochure it 
created for a Texas client. The 
brochure described a “highly re- 
stricted” residential development 
known as “Rio Viejo” located in 
Brownsville, Texas, and was part 
of a campaign using newspapers 
and direct mail. 


Swink Appoints Edmiston 


Lee Edmiston, formerly in the 
agency division of Keller-Crescent 
Co., Evansville, Ind., which does 
printing and typography as well 
as agency work, has joined the 
creative department of Howard 
Swink Advertising, Marion, O. 


Little Joins Al Paul Lefton 


James S. Little, formerly mana- 
ger of the New York office of 
Charles Dallas Reach Co., New 
York and Newark agency, has 
joined Al Paul Lefton Co., Phila- 
delphia, in an executive capacity. 
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F. P. CARUTHERS 

New York, May 27—F. Porter 
Caruthers, 62, former advertising 
manager of the old New York 
Tribune and New York Evening 


Post, died May 25 after an illness 
of three months, in Presbyterian 
Hospital. 


Born in Paris, Tenn., he was a 
son of Frank D. Caruthers, one- 
time business manager of the old 
New York World. As a young man, 
he learned the printing trade and 
joined S. C. Beckwith Special 
Agency, publishers’ representative. 

Later, he joined the advertising 
staff of the New York Tribune, for 
which he became advertising man- 
ager. From there he went with the 
New York Evening Post as adver- 
tising manager, and later joined 
the Hearst organization. Subse- 
quently, he served as assistant 
business manager, circulation 
manager and local advertising 
manager of the New York Herald 
Tribune. 


® In 1938 he became president of 
Philip Ritter Co., an advertising 
agency, now a division of Fred 
Smith & Co. A few years later he 
became a special representative for 
Outdoor Life and Field & Stream. 
During World War II he was a 
civilian consultant to the materiel 
division of the Navy. 

Following the war, he became 
manager of advertising research 
and public relations of Position 
Securing Bureau, and more re- 
cently was associated with the 
Collegiate Personnel Agency. 


HAROLD NOONAN 


PorRTLAND, OrRE., May 27—Harold 
Noonan, 58, president of American 
Engraving Co., died May 23 from 
gunshot wounds apparently self- 
inflicted. 

He and his partner, Adam Fitch, 
purchased the engraving company 
in 1945. In 1951 they expanded by 
opening Portland’s first commer- 
cial rubber plate-making plant 
under the firm name of American 
Rubber Plate Co. 

Before purchasing the engraving 
company, a firm which had been 
in existence since 1921, Mr. 
Noonan for 10 years was sales 
manager for Peterson-Schon En- 
graving Co. and Portland Electro- 
type Co. He had been active in 
graphic arts since 1922 


JOSEPH C. HAG“.R 

MARSHFIELD HILLS, Mass., May 
27—Joseph C. Hagar, 85, founder 
of Rapid Service Press, Boston 
commercial printer, died here yes- 
terday. 

A Phi Beta Kappa graduate of 
Boston University in 1886, Mr. 
Hagar was a newspaper reporter 
in Worcester and Lawrence, Mass., 
and Cincinnati before entering the 
publishing business in 1898 when 
he founded New England Druggist 
Publishing Co., Boston. 

In 1914 he founded Rapid Serv- 
ice Press, from which he retired 
in 1940. He was the author of a 
history of his home community, 
entitled ‘““Marshfield—The Story of 
a Pilgrim Town.” 


RALPH LUDWIG BOYER 

HarTrorp, May 27—Ralph Lud- 
wig Boyer, 73, artist and illustra- 
tor, died May 19. 

Mr. Boyer, whose home was in 
Westport, was an_ illustrator, 
painter and etcher whose work 
has appeared in many books and 
magazines. He had recently worked 
in the advertising department of 
the Bridgeport Brass Co., Bridge- 
port. 


HENRY W. MARSHALL 
LAFAYETTE, IND., May 27—-Henry 
W. Marshall Jr., president, editor 
and publisher of the Lafayette 
Journal & Courier, died this morn- 
ing. He had been publisher of the 
evening daily for 19 years 


MILFORD M. FEAMAN 

MANSFIELD, O., May 27—Milford 
M. Feaman, manager of the water 
heater and kitchen utilities depart- 
ment of Westinghouse Electric Ap- 
pliance Corp., died May 23 after a 
long illness. He formerly was sales 
promotion manager of the Westing- 
house range department. 


RALPH ROCKAFELLOW 
New YorK, May 28 —Ralph 
Rockafellow, 54, director of ad- 


vertising, publicity and promotion | 
for Paramount Television Produc- 
tions, died suddenly Monday night. 
He had been with Paramount since 
1948. Before that he had been as- | 
sociated with a number of adver-| 
tising agencies including Buchanan | 
& Co., and Young & Rubicam. 


LEO A. SHARKEY 

ALTON, ILL., May 27—Leo A.| 
Sharkey, 52, advertising manager | 
of the Alton Telegraph for the past | 
20 years, died last night. 
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The Sun Shines Bright On PADUCAH— 
Pe 6. $500 Million Atomic Plant Is Going Up. 
\ @ Bank deposits up 76% in 1951. 
~ @ More than 20,000 new jobs in year. 
28,000-Plus Paducah, Ky. Burke, Kuipers 
Daily - Sunday & Mahoney 
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representing TELEVISION STATIONS: 


going do a. | : 


SUMMER // | 


Possibly you’re tired of hearing about the extra money the 


consumer could spend but doesn’t. 


Maybe all you want is some ideas on how you can tap this summer's 
record potential—while at the same time meeting management's insistence on 


increasing profit margins by keeping sales costs low. 


8 major markets which account for over 50° of all U.S. television homes. 


If you don’t have a copy, call your NBC Spot Sales representative 
or write NBC Spot Sales, 30 Rockefeller Plaza, New York 20, and ask for 
“what are YOU going to do about the SUMMER BOOM ?” 


NBC Spot Sales iq 


30 Rockefeller Plaza, New York 20, N.Y. 


CLEVELAND 


CHARLOTTE 


— about the 


ANNE Ae 
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If so, we recommend that you read our new study, 
“what are YOU going to do about the SUMMER BOOM ?” ae 
It includes an exclusive analysis of this summer's sales outlook combined . 


with a plan tor making effective and economical use of television in 
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Robert Young Still Takes Railroads 
to Task for Poor Promotion Efforts 


Perennial Gadfly Says 
Industry Should Spend 
$100,000,000 to Sell Self 


By James V. O'GARA 
New York, May 28—Railroad 
man Robert R. Young, once char- 
acterized as “a professional burr- 
placer under the seats of the com- 
placent” in the industry (AA, Jan. 
13, 47), is still in there spurring 

the mighty from their seats 
Truth to tell, however, the burr- 


placing these days is not so fre- 


quent as in the fun-filled late 
1940's, when the air was rent by 
the screams of outraged railroad 


magnates who were propelled from 
their chairs by such pointed ads 

“A hog can cross the country 
changing trains—-but you 
Let’s get that mule off the 


without 


can't”: 


tracks,” and “Why the railroads 
can't afford NOT to modernize"’ 
It is, perhaps, not so much that 


Mr. Young's stockpile of burrs has 
run out as it is the fact that now- 
adays the game palls on him. Oc- 
casionally he grows weary bucking 
or industry progress “in the face 
~ the kind of thinking that con- 
finues to allow the five-hour lay- 
OVer in Chicago.” 


@Wevertheless, the president of the 
aenpeers & Ohio still sees plenty 
Of soft spots just begging for burrs, 
afid today he returned to the busi- 
n@ss of placement with some zest 
*The railroads are doing ab- 
utely nothing to promote trav- 
” he said. “They are spending 
« than $6,000,000 on advertising 
ess than they did in 1947—and 
worse, 80% of the 
into non-promo- 


make it 
nev is going 
INal copy 
Railroads ought to spend much 
iMipre money, perhaps $100,000,000 
@#ear, and they should spend it on 
Rhine copy. The ads should offei 
S@ch things as sample rides for 
children and should tell people 
h®w to buy tickets and how to be- 
hve on trains—-lots of people sin- 
e@rely want to know this 
@ And 
uth about 


way 


should tell the 
hazards of high- 
travel. Once a 
industry should 
full pages in papers all over 


the ads 
the 
and airplane 


railroad 


the 


year 


take 


Dat, AO ULE 


YOUR NAME 


BE REMEMBERED? 


Yes — with friendship 
ond esteem, for a long 
time, if you ploce your 
name and business on 
@ Gits Quolity Plastic 
Product., The cost is 
small — the value high 
You have a wide selec. /’ ) 
tion of items to choose 

from, ranging from 


<1 $3.00 per 1,000 to 


LY $10.00 per item 


——-—-GITS MOLDING CORP 7 
» 4046 W. HURON ST.. CHICAGO 44, ILL. | 


| (|) Please send me catalog and price list 
of Gits Quality Plastic Items. | 
NAME | 
| COMPANY 
| ADDRESS \ 
| city ZONE... STATE | 


Please also send suggested ways for | 
| using Gits Advertising Specialties and 
Novelties 
Our business is 
1 We sell direct to consumers, 
| (| deoters, 


yobbers, 


manufacturers, 


the country to present the cold, 
statistical facts 

“The airlines have succeeded in 
getting otherwise well-informed 
people talking about planes being 
safer than trains. This is done 
mostly by word-of-mouth, but to 
the extent that the airlines have 
sponsored this they have sponsored 
a lie. As for automobile travel, it 
is ten times more hazardous than 
train travel.” 

Speaking of the airlines, the 
Chessie president gave them credit 
for being more interested in keep- 
ing up passenger volume than are 
the railroads. He declared that the 
railroads, for the most part, “are 
run by people (bankers and law- 
yers) who have no interest in net 
results but are seeking only bene- 
fits for their clients.”” What’s more, 
he said, “the average railroad di- 


rector has more money in airline 
stocks than he has in railroad 
Stocks.” 


@ While Mr. Young believes the 
railroads could “constructively” 
spend $100,000,000 in advertising 
annually, he also believes that the 
roads must first obtain modern 
equipment which will provide sat- 
isfactory service. 

He said his own road is spend- 
ing $360,000 on advertising this 
year, an amount he described as 
“not nearly enough.” Mr. Young 
pointed out that in the years 1945 
to 1948, the Chessie’s appropria- 
tions ranged between $1,400,000 
and $1,800,000. 

“John L. Lewis’ long. strike 
caused us to start reducing our ad 
budgets in 1949,” he said. 

C&O money this year is going 
into traffic, industrial develop- 
ment, and coal merchandise freight 
campaigns as wel! as into passen- 
ger advertising. Robert Conahay 
Inc., New York, is the agency 


@ The passenger drive will feature 


A FAR CRY—Robert R. Young's C&O now 

runs ads like this in the Wall Street Jour- 

nal, a far cry from the ads used to needle 
the railroads back in 1946. 


a new slogan: “Be Choosey—Go 
Chessie.””’ Mr. Young said the road 
will use “more than 100 newspa- 
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pers in a regular drive featuring 
new C&O equipment, and, of 
course, the arrival and departure 
times of the trains from the dif- 
ferent communities served.” Ads 
will appear in newspapers in Chi- 
cago, Cincinnati, Cleveland, De- 
troit, Louisville, Milwaukee, Wash- 
ington and other cities. 

Monthly spreads will be used 
in Business Week, Time and traf- 
fic publications as part of the traf- 
fic campaign. “Sizable” space will 
also appear in financial publica- 
tions. About 60,000 direct mail 
pieces will go each month to tell 
the traffic story to management. 


® The industrial development cam- 
paign “is designed primarily to in- 
terest manufacturers and man- 
agement in general in the C&O 
area as a site location for plants 
and distributing centers.” The ser- 
ies runs to large space in financial 
papers and eight magazines, in- 
cluding Business Week, Fortune. 
Nation’s Business and Dun’s Re- 
view. 

Coal advertising appears month- 


This other market stayed home... 


“a 


Here’s what happened 


Here’s what happened when TIME \ 
and the Columbia University Bureau 

of Applied Social Research took a long, 
straight statistical look at the U. S. 
college graduate: 


@utnta 


WENT 


——— 


\ 


We found that he holds key jobs in 


our society 


He earns more than twice as much 


as the 


average American . . . 
He earns more from his first year on the job 


than the average man makes at the peak of his 


powers eee 


He gets richer as he gets older, while the 


average man’s income begins declining after 


6... 


You'll find the best answers yet to your ques 


You'll want to read this important book. On sale now at all book stores, 


THEY 
) COLLEGE: 


TO) 


“Sasaae 


tions about one of the most influential 


groups of people in the world in They 


-- Went to College, a new book based on 


a TIME-survey of the graduates of more 


than a thousand American colleges. 


Thousands of graduates answered 


TIME’s questionnaire with data on many facets 


of their lives 
their religious beliefs. 


This mountain of facts was tabulated and 
analyzed by Patricia Salter West at the Colum- 
bia University Bureau of Applied Social Re- 
search, then translated into 277 pages of lively 
prose and easy-lo-grasp charts (see opposite 
page) by Ernest Havemann, a specialist at mak 
ing interesting reading out of statistical material. 


from the courses they took, to 
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ly in 11 magazines (among these 
are American Coal Journal, Bet- 
ter Heat, Coal Dealer, Coal Heat 
and Retail Coalman)that reach 
buyers of bituminous coal. In ad- 
dition, a direct mail campaign 
aimed at more than 6,000 fuel buy- 
ers is under way on a monthly 
basis. 

Traffic representatives are the 
targets of Chessie’s merchandise 
freight campaign. Ads appear 
monthly in Railway Age and Traf- 
fic World, among others. Besides 
magazine space, 40,000 mailing 
pieces are sent out each month to 
a list of traffic experts. The slo- 
gan for this drive is “C&O cuts dis- 
tribution time.” 


® While C&O advertising appears 
continuously in more than 200 
publications, Mr. Young regrets 
that his ad budget is not much 
greater. One means of taking up the 
slack, he thinks, is his company’s 
exploitation of its famous Chessie, 
the kitten, trademark. Already 
widely known and_ recognized, 
thanks to print advertising over 


the years, Chessie now appears on 
an expanding list of quality mer- 
chandise including ties, scarves, 
T-shirts, yard goods, toys, wall- 
paper, stationery, wall lamps, 
shower curtains and playing cards. 

This merchandise is turned out 
by various leading manufacturers 
who are franchised by the rail- 
road to use the Chessie trade- 
mark. The C&O gets no royalties 
from the sale of the items. “We 
get penetration at no cost,” said 
Mr. Young. 


s Five years ago, Mr, Young told 
AA that he then had three major 
aims: (1) to form a national as- 
sociation which would put stock- 
holders in the driver’s seat in the 
industry, (2) to form the first 
coast-to-coast train system, and 
(3) to gain control of Pullman car 
service to improve nationwide 
sleeping car services. 

The Federation for Railway 
Progress, which he founded, is “‘do- 
ing okay” and has had a “nice im- 
pact” on the industry. 

So far, he said, the Federation 


75, Shek Joe 


has made several strides through 
advertising and publicity. It has 
told “the truth about trucks” and 
the extent to which they allegedly 
“damage” highways. It has helped 
the formation of a group to deal 
with freight rate problems. And 
it has made the railroads generally 
more public relations minded. 


@ The coast-to-coast setup is “still 
a dream that must wait on our con- 
trol of the New York Central, a 
proposition which has been laid on 
the table.” 

Such a system would also hinge 
on the acceptance of “Train X”— 
an experimental job which “gives 
twice as smooth and safe a ride 
at one-half the operating cost of 
the newest present day equip- 
ment.” Further development of 
“Train X” has been stopped “be- 
cause key railroads say it will not 
do because it requires alterations 
in station platforms.” 

As for the attempt to get the 
Pullman company—this was de- 
feated by a 4-4 vote in the Su- 
preme Court. 


The Chessie chief said “if we 
ever get Pullman we would open 
travel offices in every community 
and organize any number of trav- 
el groups.” According to Mr. 
Young, “the travel industry should 
be at least as widely represented 
as the automobile industry.” 


® Mr. Young has long been plump- 
ing for such things as (1) a cen- 
tral reservation bureau to elimi- 
nate the ticket window: “Clerical 
costs on the railroads last year 
were two-thirds of a billion—one- 
seventh of the total payroll”; (2) 
improvement of mechanical re- 
frigeration te eliminate icing sta- 
tions for refrigerator cars; (3) 
adoption of a new airbrake that 
would “give less shocking rides 
and save millions in maintenance”; 
and (4) adoption of roller bearings 
on freight cars. 

He would also make owners out 
of railroad executives. “In no other 
industry,” he said, “are there so 
few owners among the directors. 
Most of them own less than $4,000 
worth each of their railroad’s 


—<—~, 


This is chart 6, from 


They Went to College, 


based on a survey sponsored by TIME and ana- 
lyzed by the Columbia University Bureau of Ap- 
plied Social Research, published by Harcourt, 


Brace & Co. 


The cash Value of the degree 


EARNINGS 
$7,000- 


6,000- 


Because its audience represents one of the largest concentra- 


tions of college graduates reading any major magazine in the world 
today, TIME, The Weekly Newsmagazine, undertook the compre- 
hensive study which is the basis of this milestone book. 


TI ME —to get straight to the graduate 


It increases with age 


50 and Over 
$6,244 


20 25 
30 
~ AGE 5 6g 
Pe EARNINGS of Ff ~~ 
N GRADUATES I) fos 
> Oo lasaea | . 17 B mevian INCOME or 
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market 


A Hog Can Cross the Country 
Without Changing Trains 
~Bat YOU Can't! 


The Chesapeake @ Ohne and the Nickel Plate Read 
ages propose to give bamans » break! 


CAUSED A STIR—Probably the most fam 

ous ad in the history of railroading, this 

1946 ad of R. R. Young's attacked pas 
senger bottlenecks. 


stock. Only one in ten can really 
be called an owner 


@ “It is bad enough to have non- 
owners running the property, but 
how much worse it is when nine- 
tenths of them have large finan- 
cial interests that conflict with 
railroads,” he went on, f 

As Mr. Young sees it, railra&ds 
are earning inadequate returng at 
a time when practically every 
other industry is enjoying a b “ 
Unless, somehow, the ite 
wake up to their peril, they w@n’t 
be earning anything at all by 1960. 
he said. | 

“If even a few will only st 
out on some new paths, the fom 
of competition released by t 
few can advance all,” he said.j* 
dollar invested in the Amer 
railroads, now the most hazar« 
can become the soundest dolla 
America.” 


Molly Paton Joins Gates 
Molly Paton, formerly resea@fch 
manager for Newsweek, has Geen 


named general manager of Gget- 
chen Gates Ifc., New York he 
company previously condu@ted 


field interviewing and tabulafing 
exclusively for Charles C. Flafida 
Jr., but has now extended Fits 
service to include work for @d- 
vertising agencies, manufactufers 
and media. 


HE CAN HELP YOU 


If you're looking for 
national distribution 


BARNEY KINGSTON, 
Merchandising Director 


@ If you're a manufacturer, distrib- 
utor, or advertising agency executive 
seeking quick national distribution 
via the independent selling field this 
may be the most important message 
you ever read. 

You'd be surprised to know how 
easy it is to put your product or 
service in every city, town and ham- 
let in the U.S. Also many foreign 
countries. 

The service of our experienced 
merchandising staff is available at 
no cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. If your product qualifies 
they'll present a 28-year saies-tested 
plan for speedily getting 48-state 
distribution—a plan that starts over 
50 new companies every month .. . 
many of which now do a multimil- 
lion dollar business. 

Don’t lose another day's sales. 
Write now to Barney Kingston, Mer- 
chandising Director, Dept. A121, Op 
portunity Magazine, 28 East Jackson 
Bivd., Chicago 4, Illinois. 
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a tongue in cheek because they know of time without making any fuss. “Ammoniated is the greatest 
er S ren t us 1n they have to put up with such Now, everyone is going nuts about thing in toothpaste but chlorophyll 
claims in order to get TV enter- it.” doesn’t do anything for the teeth 


tainment.” “I think Chloresium must be a or mouth—just leaves a good 


Chloro h 1] Den tifrices “My family tried Chlorodent but better cleanser because it’s more taste.” 
we didn’t like the green tooth- money for a smaller amount and 


(Continued from Page 1) 
chlorophyll toothpaste or any 
toothpaste. Stores stock the brands 
that people call for and hand them 
out when someone says, ‘a tube 
of — please.’ 

“In not one instance,” he con- 
tinued, “did any store manager or 
sales person strongly recommend 
or try to sell me any particular 
brand. When preferences were ex- 
pressed they were expressed 
mildly 

“As to chlorophylls in particu- 
lar—despite intensive advertising 
despite almost universal display 
of chlorophy!) toothpaste in drug- 
stores, only one or two druggists 
or salespeople had actually tried 
them out, or given the chlorophylls 
any thought or consideration 


es“! had the feeling,” he said, 
‘that to the Dallas drugstore peo- 
ple chlorophyll paste was just an- 
other one of those things. One 
store mnanager—he owned the store 
didn't even know that chloro- 
phyll toothpaste was green. An- 
other two debunked advertising 
claims even though they were 
ully stocked with chlorophylls.” 
~ In city after city, reporters found 
a much the same variety of 
itudes. There were some drug- 
gists who said that chlorophylls 
@fe good products, but most 
rks were indifferent. An unus- 
ly large minority pooh-poohed 
@fiy suggestion that chlorophyll 
tdoth paste offered any advantages 
Jn fact, one downtown Minne- 
lis druggist peered out from 
*y a counter covered with tooth- 
ste and said: “Chlorophyll is 
jst 4 ‘gadget’ idea to give a new 
Wrist to toothpaste advertising 
«@y say it is supposed to kill bad 
ath but anyone with any sense 
Weuld know that bad breath is 
MM@ially caused by things other than 
fodd in the mouth. The best thing 
yY@u can use to clean your teeth 
igsalt and soda.” 


. n Los Angeles, AA’s Phil Seitz 
: a chlorophyll pastes “are 

ing given maximum display and 
the best position. Everybody is con- 
s@ous of advertising and publicity 
@iven the subject. In every store, 
chlorophyll pastes seem to be the 
leading sellers.” 

But he warned that “underlying 
all comments is this question 
‘After the present massive scale 
promotion dies down, will the new 
chlorophyll! pastes settle down (and 
drop dead In some cases) as the 
ammoniated dentifrices did?’ ” 

This skepticism turned up time 
after time in contacts with drug- 
gists 


® Here are some comments, se- 
lected at random, which were made 


Those now sucessfully engaged tn ro Sell ~~ 
find nothing In particular to crow abow 

ing money in this multi-billion dollar wareet 
ts “old stuff” to them. Yet some Advertising 
Agencies and some Manufacturers continue a 
ignore this fabulous opportunity to increa: 
sales and profits. To these people our CI IENT 
SERVICE DEPARTMENT offers every assist - 
ance to both new comers and “Old Timers’ in 
Direct Selling. We'll be glad to send Adver- 
tising Agency executives and/or their clients 
all the facts about this Merchandising Service 


to National Sales’’ free of charge. All we asi 
is that you send your request on your company 
letterhead 

SPECIALTY SALESMAN MAGAZINE 
Room 812-A 307 N. Michigan Ave., Chicago 1, 1) 


brushes.” the more you pay for an item the s “Ipana ammoniated chlorophyll 

“It’s got everything. It’s ammon- better it usually is.” tastes unpleasant. They’re all going 
; ~ ‘ ao .., tated. It heals cuts and breaks in “I never used chlorophyl! but I to be fighting each other. Pepso- 
oe wees oe — the mouth. And it’s good for killing like it because it boosts sales.” dent wasn’t doing a thing until 

as 2 a bad ath.” : = : , 
against when they try to introduce breath chlorophyll came along. Now it 
a new product . of > : : 

“If you brush your teeth three gic to _ chlorophy!! My mouth) pay. they better get out of the “Chlorophyll’s just another fad 
times a day you don’t need chloro- (U"€d into a mass of open sores.| toothpaste business. I used to sell Everybody's gone green crazy.” 
phylls or ammoniateds.” Hurt like the devil. First thing pine tubes of Colgate for every| “I recommend chlorophyll paste. 

“I don’t usually believe the ads, the dentist asked me was, ‘Have one of Amm-i-dent. Now this It’s something new and _ besides, 

you been using chlorophyll tooth- chlorophyll paste is neck-and-| it can’t hurt anything.” 


but I tried Chlorodent and like it|~,.., . 
fine.” | paste?’ He says lots of people are neck” (a number of druggists in-| “I don’t know much about chlor- 


by druggists during interviews 
with AA reporters. Better than 


“I can’t use it, myself. I’m aller-| g «yf Colgate doesn’t get on the outsells Colgate. 


“Chicrophyll pastes are popular | allergic to it.” dicated that they didn’t know Col-| ophyll, but I think it’s supposed to 
because of advertising and ‘hip, | gate is now marketing a chloro-| kill bacteria. Why don’t you try the 
hip, hooray.’ There was a lot of|® “1 don’t recommend the chloro- phyll paste). small size to see if you like it?” 
commotion about ammoniated| Phyllis. Straight pastes are best.” “Yeah, the chlorophyll makes it)! “They'll turn your toothbrush 
toothpastes, remember. Now, peo-| “The chlorophylls sold well at a pleasure to talk to people.” green and soil towels. See my 
ple have forgotten. The same thing | | first but now they've slacked off. “People are falling for chloro- | tongue? I’ve been using one of the 
will happen with chlorophyll.” pres had housewives complain that phyll pastes now, but my dentist) chlorophylls and it leaves a green- 

|} it stains everything in sight.” told me it’s no good.” lish coating.” 


“ 


8 “The television blurbs go too far} You know, for 25 years nobody “Chlorophyll paste stimulates the | 
on some of the claims. But I guess| ever heard of chlorophyll but I’ve tissues and leaves a pleasant taste|s# “The toothpaste manufacturer 
people accept the advertising with| had it on my shelf for that length in your mouth.” | does not consider the middleman 


Industry's “At Home” in CAMDEN .. 


AMPLIFY YOUR MESSAGE 
FOR CAMDEN’S RICH MARKET 


What's in a brand name? Ask the people in Camden. They make a slew 
of brand-name products. They consume plenty of them. They know a 
lot about Campbell's, RCA Victor, Monsanto, Boscul, Esterbrook, 
Socony-Vacuum, Armstrong Cork, Whiz... just a few of the inter- 
nationally distributed products made in Camden's 224 industrial plants. 
And Camden's 125,000 citizens buy $141 million worth of goods each 
year in this port city’s 1,963 retail stores. Worth going after? You bet! 
So come across the Delaware on WFIL’s beam . . . listened to regularly 
n 73 per cent of Camden radio homes. Schedule WFIL and Camden will 
come across for you! 
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teeth 
better because it has Irium in it.” 


or consumer. He thinks only of “This cleans 
himself. He doesn’t ask, first, if 
there is a public need for the prod- 
uct, or what’s a fair price to the 
consumer. He just sees it from his 
own point of view.” 

“I expect the chlorophyll will be 
good for about two tubes. By that 
time, consumers will be back to) 
the old standbys.” } 

“Oh, the public goes crazy over 
new things. If you’d eat enough 
lettuce, you’d get all the chloro- 
phyll you need.” 

“This is a big country. We've got 
all kinds of toothpastes.” 

“This [Chloresium] was the 
first. Dentists recommend it a jot.” 

“Amm-i-dent won't stain—or so 
they say in their ads, but Chloro- 
dent will stain your brush.” (This 
idea, incidentally, popped up in a 
number of cities.) | 


Pepsodent 


“The magnesium in this paste is 
what keeps the teeth white. It has 
a better taste than the chlorophyll 
toothpastes do.” 

“I've never tried chlorophyll. I 
can’t see what everybody is yelling 
about.” 

“Oh yes, these chlorophyll pastes 
definitely work—I guess.” 

These were not isolated com- 
ments. They are drawn from al- 
most every city checked. In one 
respect, however, they are mislead- 
ing. Most buyers name a brand 
on which they previously have 
been sold. There is little discus- 
sion with the druggist. However, if 
a customer is undecided and gets 
into a conversation, he will hear 
remarks like those listed. 


|g AA’s reporters were instructed 

® “Oh, it’s all very confusing.” /to bring up the subject of chloro- 
“You see, the Amm-i-dent takes phyll if the drug clerks did not 
the bacteria out of the mouth while mention it. As a result, it was not 
the chlorophyll leaves a fresh too surprising that the reporters 
taste.” wound up with a chlorophyll paste 


in the majority of instances. 

Amm-i-dent with chlorophyll 
was purchased in 23 cases. Chloro- 
dent was recommended and pur- 
chased in 19 visits. Colgate with 
chlorophyll was recommended 12 
times and Chloresium six times. 
The new combination ammoniated- 
chlorophyll Ipana was purchased 
four times, 

In AA's first toothpaste study, 
made when the ammoniated denti- 
frices were being introduced (AA, 
Nov. 21, 1949), reporters found 
that Walgreen drug clerks ignored 
their house brands. That situation 
has changed, however. In alrnost 
every case the Walgreen clerk 
either recommended or mentioned 
the chain’s private label ammoni- 
ated paste. Net result is that AA’s 
reporters wound up with three 
Walgreen paste purchases. 


@ The regular Ipana, Colgate and 
Squibb were purchased in two 
stores each, as were Chloro-A and 
Rexall’s paste. Pastes and powders 
which were purchased once in- 


clude Listerine, Amurol powder, selves to the store managers and 
Amurol paste, Ruby Red, Amion | discussed the problem of selecting 
powder, Iodent, Craig-Martin; Peb-| brands. 
Ammo, Best brand, Kolynos, Pep-| 
sodent, Orlis, Druggists Distribut-| # In most cases, food store man- 
ing Co.’s DDS paste, Dr. West and | agers have little active interest in 
Phillips paste. the new chlorophylis. They stock 
Purchases totaled 97 rather than a few brands and, if they sell, 
96 (eight in each of 12 markets) more are added. Occasionally they 
since one druggist suggested pur-| are asked for a recommendation 
chasing two small-size tubes of Most managers seem content to let 
different brands. the advertising do the selling 
AA’s shoppers found, inciden- A few representative remarks 
tally, that the number of brands’ will sketch the picture: 
carried in the drugstores visited “I don’t get any questions unless 
checked pretty well with A. C. I happen to be arranging a dis- 
Nielsen Co.’s estimates of tne total play. Some people have asked me 
carried by the average store. if the chlorophyll leaves the teeth 
The Nielsen organization esti- green.” 
mates that the average druggist “Our department is so new we 
carries about 50 different brands| are running it by trial and error 
and sizes (large and small size of | stocking the brands which, so far, 
one brand are counted as two|have been doing best in a nearby 
items). Total number of individual | drugstore. A friend cf mine in the 
dentifrice items in a single drug|Grugstore tipped me to the best 
store, Nielsen estimates, is in ex-| sellers.” 
cess of 800. 
In the visits to supermarkets, | a “Colgate is still the best seller, 
AA’s reporters identified them-| but Chlorodent is now second.” 
| “We don't add new brands until 


THOMAS KENNEY, Restaura- 
teur—Folks like to go out and 
eat in places like Kenney’s. The 
367 Camden restaurants mng 
up annual sales ot $12,099,000. 


T. H. BOSSERT, Shipbuilder— 
He's president of the New York 

Shipbuilding Corp. which pays 
part of Camden's $116,696,000 
yearly industrial wage bill. 


.. and ALL of America’s 3rd Market 


| they are more popular than the 
jones in stock. I hate to see new 
pastes come out because I can’t 
display alj I'd like to now.” 

“We stock whatever the main 
office sends. I haven't paid much 
attention to the new ones.” 

“We try everything new. If they 
don’t work, we discontinue them 

“I think the chlorophylls are a 
fad. In another six months, peogle 
will be back to the old tried aid 
true brands.” : 


® “The Chlorodent has caught 6n 
well, but it’s against cur polity 
to push any one brand.” : 
“I stocked Chlorodent beca 
they are doing a lot of advertisin 
“Nobody asks my opinion. T 
know what they want when thes 
come in.’ : 
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“Chlorophylis are killing e 
other brands. It’s advertising thaf’s 


doing it.” 

“We select the brands on a Tt 
ularity basis.” : 

“We just put them on the shelva 
and wait for people to pick th 
up.” i 

“If the manufacturer create 
demand, we’ll carry the product, If 
not, we're not interested. WeTe 
going to wait until chlorophgl 
catches on.’ 

“Don’t know anything about 
Our rack jobber handles the = 
paste department.” $ 

(Continued on 


Page 70) 
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fen When is 5,000 watts more than 5,000 watts? Ae 
j When it's first on the dial! Operating at 560 
— kilocycles, WFIL’s 5,000 watts provide coverage 
equal to twenty tines the power at double the 
frequency . . . 100,000 watts at 1120 kilocycles. 
76th in rerait sates 
Ad among Sales management's 
MRS. WILLIAM H. GAHM, HARRY WEINTZ, Machine Op- 
Housewife — Women like Mrs erator — Camden's ndustsies ° 162 Metropolitan County Areas 
Gahm each year buy = loy or mY withmany . 
$37,403,000 worth of groceries different skills. Mr eintz de: . : . 
trom 650 pees ork works for Esterbrook Pen Co It your radio campaign is 
based on the first 100 markets 
according to Retail Sales vol- 
ume—then over 234,000 
AMPLIFY YOUR MESSAGE FOR Qued-Citians are buying above 
_. your standard. 
THE WHOLE 14-COUNTY MARKET ' WHBF has worked with mind, 
| body and its facilities to assist i 
‘ ba) i . . : a 
Philadelphia is hemmed in by rich markets like Camden... big pro- \= in the progress and growth of 


ducers, big consumers. Half the people, half the profits in America’s 
outside the city. That’s why, 
when you buy Philadelphia radio, you want to hit not just the big-city 
folks but a// the people in the 14-County Retail Trading Area who spend 
better than $4 billion a year at retail. In the city itself, WFIL regularly 
snags listeners in 79 per cent of the radio homes. Throughout the trading 
zone, two out of three radio owners are consistent WFIL listeners. And 
WFIL's 5,000 watts steadily outpull 50,000 watts in 11 of the 14 counties. 
All this and a big bonus zone is yours when you schedule WFIL. 


3rd Market are in 147 “home markets” 


The Philadelphia FA 
Inquirer Station 


Rnpsecsnted by THE KATZ AGENCY 


the Quad-City area to a major 
market position. 
A, Les Johnson, V.P. and Gen. Mgr. | o/ 
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ean Can Co., New 


Canco,Promotes Craver 


D. B. Craver has been named 


York. He has orp.’s 


been sales manager of 


The new appointme 


Goodwin to Denman & Baker 


tion of T. E. Alwyn to v.p. of sales. Detroit 


Use The Network 
of Weekly Newspapers 
reaching the U.S. 
Armed Forces Everywhere 


ARMY TIMES 


Advertising Offices 


WASHINGTON, 3/32 M St., 
NEW YORK: 4! Eost 42nd St 


(Mer 


NW 


CHICAGO 203 N. Wabosh Avenue 
in Philadelphio, represented by R. W. McCarney, 1015 Chestnut St 


EO At ae NEM Es 


* 
AIR FORCE TIMES 


bers: Audit Bureau of Circulations) 


NAVY TIMES 


DETROIT: Guordian Building 
LOS ANGELES: 6399 Wilshire Bivd 
SAN FRANCISCO: Monadnock Bidg 


Also: LONDON — FRANKFURT — TOKYO 


Antidote for ‘““Red Poison” 


Reading Communist newspapers gives French- 
man Frangois De Voyon and many overseas workers 
a strong anti-American, anti-democratic attitude 

De Voyon’s opinion of America would provide 
a striking contrast with that of a fellow French 
worker who recently wrote us as follows 

“Since 1946, | have received, read and saved 
every issue of LIFE INTERNATIONAL 

“Thanks to you, | am among the few French 
workers who believe in America After long 
hours passed in your company (often with the help 
of a dictionary), Dynamic America is no longer 


a meaningless word to me 


“I wish all my fellow workers could read LIFE 
INTERNATIONAL as I do. I'm sure the most anti- 


Richard L. Goodwin, formerly 
general manager of sales by Ameri- on the editorial staff of Chrysler 
Conference of Business 
the com- Management, and prior to that 
pany’s central division in Chicago. ad manager for Chrysler's Amplex 
nt fills a va- division, has been appointed to the 
cany created last year by the elec- copy staff of Denman & Baker, 


Van Heusen Spending 
$1,500,000 in 1952 

Phillips-Jones Corp., New York, 
will spend almost $1,500,000 to 
advertise Van Heusen products in 
1952. More than one-third of the 
advertising will go to the Century, 
the shirt with the collar that 
“won't wrinkle ever,” and other 
staple items. The remainder will 
go for promoting new and highly 
styled items. Among the special 
promotions will be one for Van 
Winterwarm, a sport shirt with 
an insulated layer of air between 
the outside gabardine and inner 
cotton lining. Grey Advertising, 
New York, handles the Van Heusen 
account. 

For the present, advertising is 
running only in magazines, al- 


Youll be proud of your 


ANSOO ALL WEATHER FILM Gaara tes Perfect Soapstuns! 


though the company is testing tele- 
vision in New York. The schedule 
includes Collier's, Esquire, Good 
Housekeeping, Holiday, Life, Look, 
The Saturday Evening Post and 
True. 
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Pictures wich ANSCO 


St MMEKR VACATION! 


[0 


Meat life Lock of Amscw Xefenred Coton! 


HALF & HALF—Ansco division of General Aniline & Film Corp. is using ads like 

this—b&w on the left and color on the right—to show how pictures look on Ansco 

film. This spread is scheduled for Life and The Saturday Evening Post. It is part of 

the biggest promotion ever launched by Ansco (AA, May 19). Biow Co., New York, 
is the agency. 


Grey Advertising Names Two 


Harry B. Cohen Advertising, New 


; New York, as outdoor space buyer. 
Thomas Flanagan, formerly with Calvin Merrick. i i 
Ruthrauff & Ryan, h 
York, has joined Grey Advertising, art director. 


American, gorged with Communist propaganda, 
would in the long run come to share our ideas and 
would understand why the U. S. worker is not a 
Communist.” 

LIFE INTERNATIONAL—published in English 
fortnightly—circulates mostly among business, 
government and professional men in 120 countries. 

But LIFE INTERNATIONAL, in passing from 
reader to reader, has picture impact on several mil- 
lion people in all walks of life. 

By portraying Democracy’s way of life, LIFE IN- 
PFERNATIONAL is One antidote for “Red Poison,” 
Time-LIFE Building, 
9 Rockefeller Plaza, 
New York 20, N. Y. 


INTERNATIONAL EDITION 


U.S. Time Plans 


as been named $10 Timex Watches 


HARTFORD, May 27—United 
States Time Corp. has developed 
a new type wrist watch designed 
to meet the challenge of low-price 
foreign watches which have been 
flooding the American market in 
recent months. 

Named “Timex,” the new watch 
will sell for around $10 and will 
hit the market in early summer. 
| U.S. Time, largest manufacturer 
| of watches in the world, claims its 
|newest watch is so rugged it can 
be thrown against a wall or 
dropped on the floor and will still 
tick on. It will be manufactured 
on a low-cost mass production 
basis, created around a system of 
interchangeable parts and assem- 
bly line techniques. 

# U. S. Time’s watches are made 
in large quantities—about 10,000 
a day—but all are rigidly con- 
trolled for size and function by a 
' strict quality control system. 

Company plants are located in 
Waterbury and Middlebury, Conn.; 
Little Rock, Ark.; Abilene, Tex., 
and Dundee, Scotland. 


Kauffman Co. Brings Out 
“Women’s Angle’ Letter 

“The Women’s Angle,” a spe- 
cialized news and feature letter 
written from the woman’s view- 
point, is being published by Kauff- 
man Co., 15 W. 55th St., New York. 
It carries stories on organizations, 
products and services not usually 
slanted for women. “Angle” will 
eventually be published weekly 
and will go to 5,000 women di- 
rectors of radio and TV stations, 
editors of newspaper women’s 
pages, free lance magazine writers 
and women commentators and col- 
umnists. 

Advertisers may get 300 word 
stories in “Angle” for $125 (one 
time rate), $110 (three times) or 
$95 (six times). Clients in the 
first issue include Collier's, Inter- 
national Business Machines and 
Pan American World Airways. 


Grohmann’s New Book 
Defines 600 Ad Terms 


More than 600 of the most fre- 
quently used terms in advertising 


“abstraction” to “zoom”—are de- 
fined in a new book called “Ad- 
vertising Terminology,” by H. 
‘Victor Grohmann, president of 
Needham & Grohmann, New York. 

Privately printed as a service to 
the field of advertising, the 86- 
page volume is priced at $1. 


Fruehauf Promotes Pearcy 

James W. Pearcy, sales repre- 
sentative for Fruehauf Trailer Co., 
Detroit, has been promoted to as- 
sistant to the v.p. in charge of 
sales. Mr. Pearcy will have charge 
of customer relations. 


Wagner Appointed A. E. 

Adelbert H. Wagner, formerly 
with Stedfeld & Byrne, Cleveland, 
has been appointed an account ex- 
ecutive of Lang, Fisher & Sta- 
shower, Cleveland. 
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Courtney Describes 
Methods of Planning 
Marketing Research 


Omana, May 27—In conjunction 
with students of marketing re- 
search, Dr. C. J. Courtney of 
Creighton University here has 
compiled “A Practical Method for 
Planning and Evaluating Market- 
ing Research.” 

Dr. Courtney’s 24-page booklet 
is divided into two sections, the 
first of which lists elements to be 
covered in product, brand, buying 
habits, advertising, retailing and 
sales management and sales pro- 
motion research. 

The second section presents 
illustrations of the survey method 
used by the professor and his stu- 
dents in local projects. 

The booklet is available through 
the Creighton University book 
store at $1 a copy, or at reduced 
prices for quantity orders. 


FOWLER TELLS HISTORY 
OF MEAT PACKERS 

New York, May 27—Bertram B. 
Fowler, in his new history of the 
meat packing industry, describes 
Upton Sinclair’s Famous “Jungle” 
as “...a sort of indignant and 
blood-stained fantasy, an ‘Alice in 
Wonderland’ with the smell of 
blood and guts about it.” 

“Men, Meat and Miracles,” pub- 
lished early this month by Julian 
Messner Inc. ($3), goes on to re- 
fute Sinclair’s “expose” of the in- 
dustry published in 1906. The con- 
ditions exposed in the “Jungle,” 
Mr. Fowler asserts, were luxurious 
for the large segment of immi- 
grants involved in them. Explain-| 
ing that foreign born population | 
groups “poured into Chicago to} 
create the slums of Back-of-the- 
Yards,” Mr. Fowler says that 
“what the average American con- | 
sidered abject poverty was to the) 
majority of these invaders the 
height of luxury.” 


s In telling the story of meat pack- 
ing, the author stresses personali- 
ties more than events. The indus- 
try’s start is largely attributed to 
Thomas Wilson, P. D. Armour, 
“Gus” Swift, and a few other pio- 
neers. 

Mr. Fowler also gives some at- 
tention to the role played by Na- 
tional Provisioner in uniting the 
various packers in 1906 in the 
Assn. of American Meat Packers 
In 1919, this group became the In- 
stitute of American Meat Packers 
and finally, in 1940, the American 
Meat Institute. The association 
promptly launched a public rela-| 
tions program, ineffective at first | 
but ultimately successful in coun- | 
teracting much of the unfavor- 
able publicity surrounding the in- 
dustry in its early years 


TELLS TV MECHANICS 

New York, May 27—A primer of 
the mechanics of television has) 
been published here by Macmillan | 
Co. ($2). 

The author of “Television, the} 
Magic Window,” Frank Denman, is 
an adman who has been with TV} 
since it got its commercial start | 
after World War II. His book goes | 
back somewhat farther and relates | 
the development of the medium) 
from the 1873 discoveries of tele- 
grapher Joseph May in Ireland to 
the present. 

The principles of telecasting, 
with side views into the science of 
electronics, and the mechanics of 
receiving sets are simply presented 
and illustrated. 


Holmes to Marschalk & Pratt 
Ernest A. Holmes has joined 
Marschalk & Pratt, New York, as 
manager of the market research 
department. He previously has 


held executive research positions 


with Warwick & Legler, Kudner 
Agency and Young & Rubicam. 


Beattie Buys PR Service 
in Canada from Akins 

Editorial Services of Canada, 
Toronto public relations company, 
has been purchased by Kim Beattie 
from George Akins, president of 
Walsh Advertising, Toronto. Mr. 
Beattie, who has been v.p. and 
general manager for the last two 
years, is changing the name to 
Editorial Services Ltd. New office 
addresses are 91 Yonge St. in To- 
ronto and 209 Phillips Sq. Bldg. 
in Montreal. 


Equitable Appoints Wills 

Equitable Life Insurance Co. of 
Iowa, Des Moines, has appointed 
Ernest J. Wills, formerly assistant 
director of advertising for Farm 
Bureau Insurance Companies of 
Ohio, sales promotion assistant. 
Mr. Wills will devote his entire 
time to sales promotion, adver- 
tising and publicity. 


St. Regis to Hickerson 

St. Regis Paper Co., New York, 
which has parted company by 
mutual consent with Albert Frank- 
Guenther Law, New York, effec- 
tive May 31 (AA, May 19), has ap- 
pointed J. M. Hickerson Inc., New 
York, to handle all of the paper 
company’s advertising, starting 
June 1. Mr. Hickerson resigned at 
the end of February as president 
of Albert Frank-Guenther Law 
and reestablished his own agency, 
which was merged with AF-GL in 
October, 1950 (AA, March 3) 


Milwaukee Admen Elect 
Howard B. Shaw, an account ex- 
ecutive of Cramer-Krasselt Co., 
has been elected president of the 
Milwaukee alumni chapter of Al- 
pha Delta Sigma, national profes- 
sional advertising fraternity. Other 
officers elected are Wendell D. 
Palmer, continuity manager of 


WTMJ and WTMJ-TV, and Wil- 
liam Malone, Gugler Lithographic 
Co., v.p.s; Richard Cuneo, Mil- 
waukee Sentinel, treasurer, and 
Bruce Smith, Business Press Inc., 
secretary. 


Joins Reuel Estill & Co. 

Paul F. Ellis has been ap- 
pointed v.p. to head an expanded 
science and medicine public rela- 
tions division of Reuel Estill & Co., 
New York public relations and 
financial development agency, ef- 
fective June 6. Mr. Ellis has been 
science editor the past several 
years for United Press. 


Joins Wright & Associates 

Robert E. Matthes, formerly ra- 
dio and television director for 
Bozell & Jacobs, Minneapolis, has 
joined Wright & Associates, Chi- 
cago agency, as radio and televi- 
sion writer-producer. 


POINT-OF-SALE | 


DISPLAY .CO. 


0-104 Wost Pearl Si. 


*Hiuminated and 
non illuminated 
types. 


Serving manufacturers of brand-name 


products from coast to coast. 


they keep listening 
... round the clock 
... round the calendar 


One reason that folks in Northern Ohio 
listen most to WGAR... both 
daytime and nighttime, winter and 


summer alike... is the parade of 


our own popular local stars, marching 


the air waves daily along with the big 


name talent of CBS. 


Good reason, too, 


why WGAR offers the most intensive 
and economical selling force for 


your summertime campaign in one of 


America’s most prosperous markets. 


BOB SMITH 


BILL MAYER 


HAL MORGAN 


HENRY PILDNER 
Father catches his laughs and music while 
headed for home. Mom gets his show 

via the kitchen radio while she prepares 
dinner. The whole family likes the way 
“Henry Pildner Entertains” 


TOM ARMSTRONG 
His tuneful “Polka Parade” following the 
dinner hour grabs a huge audience in 

this cosmopolitan area which has become 
famed as “the Polka capital of the nation” 


His early morning “Town & Country”, 
with music, weather reports and market 
prices, is an eye-opener for everyone 

from factory worker to farmer 


Men tune for him on the way to work. 
The ladies listen as they turn to AM chores. 
To thousands of friends, he's 
the official Mayer of the Morning 


Late hour listeners go regularly to his 
mythical night club that features the top 
bands and vocalists... plus personal 
interviews with outstanding celebrities 


Ask now cbout summer availabilities of spots and 


segments in these big 


di 


*, 


local programs 
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WGAR Auto-Radio Audience Survey 


available on request. 
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RADIO . . . AMERICA’S GREATEST | \ 
ADVERTISING MEDIUM 
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Represented Nationally by 
Edward Petry & Company 


principal citi 
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: IT TAKES A BIG PAPER 


TO COVER BIG MARKETS 


MANUFACTURERS 


' ONLY AUTOMOTIVE NEWS DOES THAT JOB 


THE BIG CAR DEALER MARKET. 


1951 the average onnual sales of parts 


THE BIG MANUFACTURER MARKET. 
The tremendous purchases by the manu- 


, foct t 
by car dealers wos $60,000. Accessories acturers of cars, trucks, buses, ports and 


eccessories always amount to a multi- 
billion dollar figure. Exomple: 45% of 
all tire purchases in 1951 were made by 


amounted to $22,000. When it comes to 
rendering services, the cor dealer is the 
=A biggest single factor in the market For cor ond truck monufacturers. Now, more 
example, 98.8% do brake service. Com- than ever, it is important to reach the 
S plete engine overhauling is done by executives in the management, sales, 
ie 86.2%; wheel balancing 83.3%; bump engineering, and merchandising depart- 
and paint work, 82%, ments 


There's only one weekly newspaper on which the Decision Men 
of these two markets depend for the news of the indus?ry. It's 
AUTOMOTIVE NEWS, for which they poy $8 a year. The renewo! 
rate for subscriptions is 88.2°o. Both figures are tops for the 
industry. 
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ME WEEKLY NEWSPaAPE® OF amE®iCa S NO. 1 INDUSTRY 


Automotiue_ News 
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PENOBSCOT BUILDING © 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 
Mew Yort —Edword Krespok Advertising Meneger 5! E 420d St. Murrey Hill 7-687" 
Chicege — J. Goldstein, Westere Monoger, 360 N. Michigen Awe. Stote 2-6273 
Les Angeles — 8. H. Deibler, 2506 West Eighth Street. Dumkirt 32-0302 
Detroit — Dick Webber 2666 Penobscot Bidg. Woodwerd 3-0495 
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WINNING WINDOW—Robert J. Widmer, display manager for Olson & Veerhusen, 

Modison, Wis., won o Nash Rambler for this window, entered in the Fronk H. Lee 

Co. “adventure month” display contest, built cround the Lee pre-shoped Adven- 
ture hot. 


LESTER W. COLE KVVC Reorganizes Setup 
MEMPHIS, May 27—Lester W. KVVC, Ventura, Cal.. has re- 
Cole, 53, president of Cole & Co., OF8anized its present setup and 
Memphis agency, died unexpected- made the following appointments 
. Saag ass : p : C. A. Humbert, formerly manager 
ly May 23 while on a train re- of KPAS Banning, Cal.. v.p. and 
turning from New York. Death manager: Karl Rembe, account 
was attributed to a heart attack. executive. promoted to sales man- 
A Memphian since 1930, Mr. ager for Ventura; Lyle Kearney 
Cole was the first president of the previously advertising manager of 
Adver g Club of Memphis and the Press-Courier, Oxnard, Cal 
active in its affairs until his death. oe ens - Gunerse, vith 

. : Andrew ant, y 
He founded Cole & Co. in 1936 KCID, Caldwell, la, merchandis- 
with Edward F. Falls, currently ing and promotion manager. The 
treasurer of the firm station also has joined the South- 


ern California Broadcasters Assn 
ABE M. BROWN 
Curcaco. May 27—Abe M. Names Lambert & Feasley 

Brown, 72, formerly president of _ United Distillers of America Inc 
Big Springs Distillery, Louisville, 2 York, — eppetee Lambert 

- easley, New York, to handle 
died May 24 in Michael Reese Hos- advert for the rest of its ac- 
pital here count, effective June 1, including 
Dant Straight Kentucky bourbon, 
Olde bourbon, Jesse Moore bour- 


ARTHUR M. LONG bons and Baltimore pure rye. Pre- 
Cuicaco, May 27—Arthur M. viously the account was split 
Long, 63, assistant general sales among Doyle Dane Bernbach Inc 
manager of Youngstown Sheet & (Baltimore pure rye). Lambert & 
Tube Co., died May 24 at his home Feasley (J. W. Dant bourbon 
in suburban Evanston. Mr. Long Whisky) and Edward Hamburger 
was born here and joined the Advertising 
Youngstown organization in 1922. 


te 


pawneR- FLY Xe 
Needles Joins WKNB Sales F 


Erwin Needles, formerly sales © MITE HEON- Fey ING 
representative for World Broad- © SKY- BROADCASTING 


casting Co, New York, has been AMERICAN SKY ADVERTISING CO. 


appointed sales and promotion Te@D- aR \quresnarearwraesrsery Tatars: 
resentative for WKNB. New Brit- GRRSSSISRDThwueer es time er ee) 
ain. Conn PHONE ST 2-7487 . Mu 77-6477 


“we are lucky that 
distance is no problem 


to WARWICK 
typographers!” 


“We're several thousand miles away in Puerto Rico. 
Typesetting has been our constant worry . . . the ume 
element a thorn in our side. The monotony of using the 
few fonts available gave most locally-produced ads a 
‘mass production’ appearance. 


“We decided to write Warwick. From the very first, our 
experience with Warwick made us happy. We received 
our first proof in less time than would have been possible 
in our town, and for once we really had a choice of type.” 


Worwick serves customers in 32 stotes, 
Mexico and Puerto Rico 


WARWICK 


TYPOGRAPHERS | 
920 Washington Ave. St. Louis 1, Mo. 
-orermght by ax ond rest 
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PUT YOURSELF HERE—Libbey-Owens-Ford Glass Co., Toledo, is using ads like this in 

@ new campaign for its E-Z-Eye safety plate glass in the New Yorker, The Saturday 

Evening Post, and Time. Collier's and Sunset will be added to the schedule in June 
to run for the rest of the year. Fuller & Smith & Ross is the agency. 


Hennessy Joins Burry 

George H. Hennessy has joined 
Burry Biscuit Corp., Elizabeth, 
N.J., as merchandise manager. He 
also will be in charge of all ad- 
vertising, promotion and_ sales 
training activities. Mr. Hennessy 
formerly was merchandise man- 
ager for Minute Maid Corp., New 
York, and prior to that, v.p. of 
Storecast Corp. of America, New 
York. 


Motorola Boosts Nelson 

Motorola Inc., Chicago, has pro- 
moted William E. Nelson to as- 
sistant sales promotion manager. 
He will supervise copy, promo- 
tional material and displays. He 
has been with Motorola for four 
years. Prior to that he was with 
Walgreen Drug Co. 


R. T. O'Connell Enlarges 

R. T. O’Connell Co., New York, 
has moved to larger quarters at 
420 Madison Ave. The agency now 
occupies the entire sixth floor. 


Alexander Leaves DuMont 
Clarence G. Alexander has re- 
signed as director of operations 
for the DuMont Television Net- 
work, New York, effective June 1, 
to become manager of operations 
for RHZ-Cadena Azul of Cuba, a 
network of 12 radio stations with 
headquarters in Havana. 


Warwick Joins ‘Quick’ 

Paul Warwick Jr., formerly with 
Simmons-Boardman Publishing 
Co., has joined the advertising 
sales staff of Quick in Cleveland 


Fred Tobey Associates Moves 
Fred Tobey Associates, New 
York, has moved to 724 Fifth Ave. 


WA bash 2-1204 © 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Schenley Exec Says 
Liquor Faces a Ten 


Year Buyer's Market 


Los ANGELES, May 27—The al- 
coholic beverage industry will have 
to redouble its efforts to match 
sales figures of the past decade, 
according to David Bunim, v.p. of 
Schenley Industries. 

Mr. Bunim told the ninth an- 
nual meeting of the Wine and 
Spirits Wholesalers of America 
that the beverage field will have 
to operate in an “old-fashioned 
buyer’s market” for at least a de- 
cade. 

“Business men have been seek- 
ing a return to normalcy,” he con- 
tinued, “and business normally is 
bitterly competitive.” However, he 
added, a steadily increasing popu- 
lation and increasing leisure time 
make long-term prospects look 
bright. 


8 Dan Goldstein, director of ad- 
vertising and merchandising for 
Schenley Distributors Inc., told the 
group that pre-selling of brand 
names is vital under current con- 
ditions. 

Brand advertising by distillers 
“provides retailers with three ma- 
jor dividends—prestige, turnover 
and profit,” he declared, adding 
that all three are necessary if the 
retailer is to survive and prosper. 

He pointed out that U. S. dis- 
tillers invest $100,000,000 a year 
in advertising and that liquor now 
ranks as-the fourth most heavily 
advertised product in the nation. 
Only food, drug and auto adver- 
tising expenditures exceed those 
for distilled spirits. 


Washington Admen Elect 


The Washington Advertising 
Club has elected Clayton R. Sand- 
ers, ad manager of Peoples Drug 
Stores, president. Other officers 
elected are William E. Coyle, pro- 
motion manager of the Washington 
Star, Ist v.p.; Stuart Armstrong, 
ad director of the National Radio 
Institute, 2nd v.p.; Stanley Bell, 
sales representative of WRC, re- 
elected treasurer, and Ward Guth- 
rie, president of Guthrie Litho- 
graph, reelected secretary. 


Wilcox-Gay Names Smith 


H. Everett Smith has resigned as 
senior v.p. of Marine Midland 
Trust Co., New York, to become 
president of Wilcox-Gay Corp., 
Charlotte, Mich., and Garod Radio 
Corp., New York, Leonard Ash- 
bach, board chairman of both 
companies, has announced. Mr. 
Ashbach formerly held the title of 
president as well as board chair- 
man. 


Agency Librarians Elect 


Katharine D. Frankenstein, li- 
brarian for Batten, Barton, Dur- 
stine & Osborn, has been elected 
chairman of the Council of Adver- 
tising Agency Librarians. Other 
officers are Edith E. Becker, Ted 
Bates & Co., vice-chairman, and 
Martha O'Leary, Benton & Bowles, 
secretary. 
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An impressive sales bulge can be achieved by a concen- 
trated sales drive powered by a prize campaign or contest. 


et bee ae Be * Te 3 i ae : a 
But the profits from such a sales spurt are quickly can- 
celled out if the peak is followed by a slump—as deep as 
the bulge was high. 


You can assure a permanent upward sales slant, however, 
if you use one or more of four “hooks” in the form of 
well-chosen campaign objectives. 


¢ Send for FREE book! 


How Do You Make 
Sales Spurts Stick? 


What specific merchandising “hooks” must be used 


to make your sales spurt results stick? 


I ptt 


You will find detailed answers to this important question 


in our new book—INCENTIVES AT WORK. It is packed 
with dependable data based upon an analysis of the 
accumulated records of more than 4,000 prize campaigns 
conducted by Belnap & Thompson dines in practically 


every business and product field. 


Pi FORD SRN DE PE 


This valuable working too! will be sent FREE to any 


sales, merchandising or advertising executive. The sales 


principles it presents are based not upon theories, but 


FACTS—proved over and over again by the experience of 


the most successful companies in America. Send 


the coupon for your FREE copy today. 


QBANCe , 
«® py 


:@¢¢h: Belnap & Thompson, Inc. 
>: a Headquarters for Merchandise 
Prize Incentive Programs 


Belnap & Thompson, Inc. 
Incentive Center, Palmer House 


Chicago 


WORK. 


Without charge or obligation, send me a copy of INCENTIVES AT 


Title 


Address 


City 


See Nee EE erage Cost tee 
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DAIRY FARMERS 


Meet Joe Naifeh, Master of Gimmick 
Advertising in Burlington, Ia. 


SURLINGTON, Ia., May 29—“Make 
an ad startling enough and 
it will bring in customers. Any 
unusual ad brings wonderful re- 
sults!” 

Such is the credo of youthful 
Joe Naifeh, whose grocery opera- 
tions here are startling the entire 
community. “Mr. Joe,” as he is 
known to his customers, backs up 
this belief with what to some is 
the zaniest kind of advertising 

Operating stores known as 
“Warehouse Markets,” Mr. Naifeh 
has given away angel-food cakes, 
sold nationally advertised coffee 
for 10¢ a pound (8-lb. limit to a 
customer, of course!), paid double 
value on grocery product coupons 
redeemed in his stores, provided a 
four-item breakfast for 9¢, 
wrapped $1 bills in pan-ready 
poultry selling for 98¢, offered Life 


for a nickel, ran newspaper ads 
upside down and horizontally—and 
dared every other grocer in town 
to meet his prices on any item in 
the store. 


® Using copy three and four times 
a week, with a ful! page or spread 
at least once a week in the daily 
Hawk-Eye Gazette, he _ batters 
down consumer resistance with 
irresistible bargains 

“I’m not so sure this is the best 
kind of advertising.” admits Mr. 
Naifeh. “All I know is they keep 
coming in and they buy, and until 
I can think of some better way to 
sell groceries, this is it!” 

Mr. Naifeh, now 35, is an Ameri- 
can citizen of Syrian descent. He 
was the 13th child in a family of 
seven boys and six girls, and he 
decided early he wanted to get 
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BIG IN BURLINGTON—This is the interior of “Mr. Joe’s’’ Warehouse Market No. 1. 


Originally, it was a garage and he first sold straight from packing crates. 


PHILADELPHIA 
WATCHES 
WPTZ MORE 
THAN ANY OTHER 
TV STATION 


“Per ARB for the full year of 1951 


W P TZ — NBC TV-AFFILIATE...1600 Architects Building, 


Philadelphia 3, Pa., Phone LOcust 4-5500 or NBC Spot Sales 


into the grocery business. Follow- on a bicycle, he opened a general 
ing an apprenticeship which con- store with a brother in the small 
sisted of delivering grocery orders town of Denmark, Ia. Later they 


operated in Ft. Madison, la., and 
in 1940 Joe Naifeh opened a small 
store in Burlington. He had one 
employe besides himself. 


@ In August, 1949, Joe rented a 
large building at the edge of the 
downtown shopping area and 
opened his first Warehouse Mar- 
ket. The building—complete with 
a large concrete parking lot—was 
ideal for his purpose. 

At first, no shelving or dis- 
plays were used. Customers simply 
took items from cases and cartons 
as they proceeded through lanes of 
packing crates. Operating expenses 
were held to a minimum and re- 
flected in savings to customers. 

The store was open 13 hours a 
day seven days a week, and there 
were always customers, always 
cars in the parking lot. Well known 
brands were stocked—Hunt’s, 
Monarch, Del Monte, etc., but les- 
ser known brands were there, too, 
at lower prices for those desiring 
them. 

Shortly after acquiring the 
former garage for his Warehouse 
Market, Mr. Naifeh started a lim- 
ited newspaper ad program, soon 
launched into full-scale copy. From 
the start, he featured unusual 
sales, “different’’ ideas, gimmicks. 
His aggressive merchandising made 
Burlington, essentially a “sleepy” 
town retailwise, sit up and take 
notice. He advertised: “We've low- 
ered prices all over town.” When 
challenged, he replied with an ad 
headed: “We Dare Them All!” 


e Last summer, a second Ware- 
house Market was opened in a 
new building. Mr. Naifeh now 
added shiny new refrigeration and 
display cases to this and to his 
first Warehouse. But he employed 
the same type of operation. In ad- 
dition, he opened a restaurant in 
the new building. It serves meals 
from 7 a.m. to 8 p.m., to about 300 
persons daily. 

Today, Warehouse Markets em- 
ploy 51 persons and regularly 
stock some 3.800 grocery items. 
Meanwhile, they have acquired 
their own bakery, make their own 
ice cream, sell paint, linoleum, 
hardware, and other household 
needs. They'll even “baby sit.” 
Mother needn't leave Junior at 
home to shop at Warehouse Mar- 
kets. Tiny card tables and chairs, 
comics books, candy and_ soft 
drinks are provided to keep chil- 
dren amused. 

“The store of tomorrow,” says 
Mr. Naifeh, “will be just an old 
fashioned general store, glamorized 
to meet today’s needs. That’s why 
we're adding other household 
items, besides groceries.” 

He plans to open another Ware- 
house Market in Monmouth, III. 
next month, where a building is 
being enlarged and readied for oc- 
cupancy. 

Recently, Mr. Naifeh and some 
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Mr. Joe's New Cate open Monday 
2876 Mr. Pleasant St—in the pak 


WAREHOUSE 
ae 


1107 JEFFERSON 
SUNDAY & MONDAY “SPECULS 


Special While It Lests 


a 


CHASE & SAW! 


COFFEE = . 


(Limit 4 Lbs} 


WHILE THEY LAST 


LIFE we, Bac 
MAGAZINE = 


(Limit One! 
a 


Sweet Creamery, White 
or Gustafson ¢ 
B ub 19 
9: 


5¢ COPY—Mr. Naifeh could offer Life 

for 15® less one time last spring by sell- 

ing it sans a Wheaties 15° coupon, 

which he first took out of all the copies 
he offered customers. 


associates formed a real estate cor- 
poration for the purpose of re- 
modeling and _ building badly 
needed housing facilities in Bur- 
lington. 


# In the past three years, Ware- 
house Markets No. 1 has won a 
number of prizes in display and 
sales competitions for national 
manufacturers, including several 
substantial cash awards. But “Mr. 
Joe” never takes credit for these 
and refuses to be pictured accept- 
ing the awards. He insists that his 
employes get full credit. 

From time to time, Mr. Naifeh 
uses spot radio advertising. He 
sponsored the broadcast of Iowa 
University football games and 
often ties in his newspaper and 
radio advertising with politics, or 
notable events in the day’s news. 
He has been known to change an 
entire page ad impulsively to ef- 
fect a better tie-in with 
thing that just happened. He 
doesn’t always stay “hitched” to 
his first idea on any promotion. 
For the most part, however, he 
relies upon his unusual newspaper 
ads to bring the results which 
ring his cash registers. 


® Besides recommending adver- 
tising, Joe Naifeh admonishes his 
store managers—all men as young 
as he—to use common sense busi- 
ness ethics—truthfulness, fairness, 
honesty, and above all to see that 
every customer is satisfied. A de- 
vout Catholic, he attributes much 
of his success to his implicit faith in 
God, and hopes to make $1,000,000 
to leave to his church. 

The Warehouse Markets slogan - 
“Mr. Joe Saves you Dough” - has 


become a household fact in many 


homes. “Mr. Joe” aims to keep it 
that way. 


Lewis Advertising Adds 2 
International Shoe oy 
Corp., Cambridge, Mass., has ap- 
pointed Harold F. Lewis Adver- 
tising, Boston, to handle its ad- 
vertising. Pages and spreads will 
be used in trade publications in the 
shoe field as well as direct mail. 
The agency also has been ap- 
pointed by Plymouth Rock Gela- 
tin Co., Brighton, Mass., maker of 
Plymouth Rock gelatin desserts. 
Radio and small space newspaper 
ads will be used in New England 
und New York City. John H. Queen 


Advertising & Merchandising, Bos- | 


ton, is the previous agency. 


some-| 


Kimberly-Clark Launches 
‘Do-It-Yourself’ Campaign 


Kimberly-Clark Corp., Neenah, 
Wis., is starting a new campaign 
for its Kimsul insulation emphasiz- 
ing the ease of installing the prod- 
uct. Theme of the campaign is “if 
you can use a hammer...you can 
insulate your home with Kimsul 
for less than $70...” 

A program directed at lumber 
dealers, with window and counter 
displays, bill inserts, direct mail 
and an advertising mat service, is 
under way. The consumer cam- 
paign will appear in American 
Home, Better Homes & Gardens, 
Home Maintenance, Improvement 
and Small Homes Guide. Foote, 
Cone & Belding, Chicago, is the 
agency. 


Two Join Wank & Wank 

Ann Roger, formerly assistant 
editor of The Bulletin of the Cali- 
fornia State Nurses’ Assn., has 
joined Wank & Wank, San Fran- 
cisco agency, as administrative as- 
sistant. Patricia Powell, previously 
with Umland & Co., San Fran- 
cisco, has joined W&W’s media de- 
partment. 


Macy’s Transfers Bingham, 
Promotes Three Others 


Wheelock H. Bingham, president 
of Macy’s San Francisco, has been 
promoted to president of Macy's 
New York, effective Aug. 1. He 
succeeds Jack I. Straus, who will 
continue as president of R. H. 
Macy & Co. 

Ernest L. Molloy, executive v.p. 
of the San Francisco store, suc- 
ceeds Mr. Bingham. Edward K. 
Straus, currently v.p. in charge of 
corporate buying for all Macy 
stores, will succeed Mr. Molloy. 
Philip Svigals, senior merchandise 
v.p. of L. Bamberger & Co., New- 
ark, has been promoted to v.p. in 
charge of corporate buying for 
R. H. Macy & Co. 


Ofters TV Program Aid 


United Television Programs Inc., 
Chicago, is preparing a special pro- 
gramming aides service for new 
TV stations, which will be availa- 
ble upon request. Initial phase of 
the plan is a brochure which will 
be ready in about 60 days. While 
the brochure will deal with the 
use of TV films, 
general programming suggestions. 


| Hellebush Joins Kawneer 


Blair A. Hellebush, formerly 
with Armstrong Cork Co., Chi- 
cago, has been appointed adminis- 
trative assistant to David S. Mil- 
ler, v.p. of architectural sales for 
Kawneer Co., Niles, Mich. He will 
be responsible for developing new 
programs in market research and 
sales analysis. 


57 
Fairchild Promotes Olsher 


Rubin S. Olsher, a member of 
the circulation sales staff of Fair- 
child Publications Inc., has been 
promoted to the advertising sales 
staff of Women’s Wear Daily. He 
will make his headquarters in Chi- 
cago and cover the metropolitan 
Chicago area, Wisconsin and Min- 
nesota. 
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out. Once installed, clients will ight for your space 
contracts. Write for full particulars. 


YARDER MANUFACTURING CO. 


Equip your cabs with a conspicuous spot for 
rohtable advertising space! Trouble free, long life 
arder carriers won't let the card blow, slip or rip 


816 PHILLIPS AVE. TOLEDO 12, OHIO 


oa So. Porm. a 


THE MOST 


IMPORTANT CORNER 
IN THE U.S.A. 


> | 
Pans 


SAN DIEGO 
CALIFORNIA 


San Diego Union 


EVENING TRIBUNE la wg 


Salt Lake City, Utah 
Dayton, Ohio 
Birmingham, Alabama 
Peoria, Illinois 


Frew Ree a CRC 


$ 67,454,000 
120,599,000 
122,256,000 
62,296,000 


Fall River, New Bedford, Mass. 100,734,000 


Fort Worth, Texas 
Lovisville, Kentucky 
Miami, Florida 
New Orleans, La. 
Syracuse, N. Y. 


94,185,000 
142,243,000 
138,866,000 
138,679,000 

103,005,000 


SAN DIEGO, CALIF. $145,424,000 


DATA COPYRIGHTED 1952 SALES MANAGEMENT 


SURVEY OF BUYING POWER 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 
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Who really 
gets the credit? 


There isn’t any doubt that the first requirement for 
a really top-notch campaign is a cooperative, under- 
standing client. 


Then, experience shows that outstanding advertising 
starts with sound judgment and thorough planning. 


And it has to be developed by the joint efforts of | 
specialists in art, copy, research, media—specialists 
from many departments who know what they are doing, 
and who never stop trying to do it better. 


So, it’s pretty clear that the credit for any campaign 
has to be widely spread. 


We like it that way. And over the years it seems to 
have resulted in an unusually large amount of unusually } 
effective advertising. 


YOUNG & RUBICAM, INC. 


ADVERTISING + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


g Age 


C. M. Has Dreams of Power 


Are Ads’ Excesses Accepted? 


Newspaper Mail Order Is Trend 


What's Wrong? Bedell Asks 


Western Reserve Professor Devises a Check List 


to Help Advertisers Solve Co-op Ad Problems 


Why should a dealer co-op ad program 
be such a problem to national advertisers? 
Why should dealers chisel on co-op ads 
and not on discounts, returns or allow- 
ances? Why is there a lack of control over 
the co-op ad program and not the sales 
program? 

Maurice I. Mandell, assistant professor 
of Western Reserve University’s school of 
business, studied the co-op ad programs 
of 41 national advertisers to see if he 
could find an answer to these questions. 

He believes that he has found the an- 
swer. Even though advertisers complain 
that co-op ad programs are uncontrollable, 
cost too much, inspire dealer chiseling and 
are too detailed, there is a basic reason 
for these complaints. Prof. Mandell is 
convinced that the cause of most dis- 
satisfaction is the manner in which the 
co-op program is set up and administered. 


s “Lack of control,” he says, “is due 
largely to a loosely constructed plan. High 
cost comes from devoting too little time 
to setting up a good plan at the outset. 
Chiseling is not always intentional, but 


not understanding the provisions of the 
dealer cooperative advertising plan. Fi- 
nally, too much detail is again due to too 
little preliminary planning. 

“An apathetic attitude toward dealer 
cooperative advertising on the part of the 
manufacturer’s advertising department is 
in many instances the reason for this lack 
of a good pian,” he continues. 

“Compared to national magazine, news- 
paper, radio and television advertising, 
dealer cooperative advertising is pretty 
dull stuff. Could it be that the advertising 
agency is indifferent to dealer cooperative 
advertising? There is no 15% on dealer 
co-op advertising.” 


s Even though co-op advertising is some- 
thing of a promotional stepchild, some 
national advertisers have been successful 
in their dealer advertising. The reason for 
their success, Prof. Mandell concludes, is 
that “they have taken the necessary time 
and effort to assure a workable plan.” 
The 41 programs which were analyzed 
include those of manufacturers of washers, 
ironers, freezers, cooking ranges, radios, 


rather the result of the dealer’s simply heaters, plumbing fixtures, vacuum 
CHECK LIST FOR EVALUATING YOUR DEALER COOPERATIVE ADVERTISING PLAN 
Note: Check your own plan against these factors and score 
yourself by placing « check in the appropriate space. 
1. MEDIA REGULATION TI}. EXPENSE REGULATION 
1. In examining the media vopsistine im your sien, dave does if In examining the expense regulations in 
state for each of the media listed below your plan: 
whether you permit or prohibit its use? : eee Yes nO 
whether t ibit 
MEDIUM Puaatto atthe Does Bot hat kanes or proh' 0) 0) 
( ( 2. Does it specifically ste 
= fy thf af ag pty 
ees 
pomeered { ‘ { dealer? he -@% 
Direct mail ( ( ( ; 
Directory ( «) { 3. Does it state 
whether require tearsheets 
triste «= $ $f} sone are 
Television « ) ( ¢. 
Exhibite, shows, etc. ( ) ( () 4. Does it gpecificelly state 
whether y a recel| 
Gees eS et 7 $) () SP auecwee «) «) 
2. If lan does not permit the use of all of the 
duse oatia, does it contain provision for obtein- 5. Does it specifically state 
ing permission to use special media in special cases? SS ? > 
3. your selection of —— media provide for + cee 


gh rer ye penn an 
4. Does your plan explain to dealers why you do not 
allow certain media to be used in cooperative ad- 
vertising? 
TI. COPY REGULATION 


In examining the copy regulations of your plan: 
Yes 


~ 


. Does it specifically state 
whether or not amnitus ad- 
vertising permissible? () () 


2. Does it specifically state 


; 


~ 


+ Does it specifically state 
thet advertising gust not 
contain derogatory remarks 
about other products? «) () 


. Does it specifically state 
that advertising sust not 
contein untruthful statenente? () () 


. er it i mnecdtieabix state 
the advertising must 
ba uo aisleating? () () 


o 


relate to your products? 
8. Does it explein why each 


9. Does it permit enough 
idility with copy 
meet the needs of 
dealers? 


mecifically state 

an expiration date for the plan? «) ea 

as ane adverti 

expense vhich you wil] pay? ¢ 3 «) 
8. Does it 

7 amount of edverti: 
by the dealer for which you 
share the cost? 


9. Save you explained yby you must 


With regard to the plap iteelf: 


1. Ie it in @ convenient sise for 
easy filing? 


2. Ie it punched eo that it can be pleced 
in @ ring binder? () ‘) 


3. Ie it printed legibly? ¢ 3 () 
4. Te it written clearly with « 


5. Have you made use of illustrations 
to clarify the text of the plen? () () 


6. Mas the plan received the sane 
kind of attention you devote to 
your national efvertising? () () 


cleaners, refrigerators, dishwashers, shoes, 
women’s foundation garments, paints, 
rubber goods, watches, men’s clothes, 
trucks, rugs and kitchen units. 

The plans were examined for three 
types of regulations: concerning media, 
copy and expense. The following table on 
media regulation shows why manufac- 
turers have difficulty with dealers over 
media selection: 

Pro- Does 
Permits hibits not 
Use Use Indicate 


Newspapers 100.0% --% --% 
Radio 70.7 2.4 22.0 
Outdoor 56.1 -- 43.9 


Shopping news 24.4 2.4 73.2 
Direct mail 244 14.6 61.0 


Directory 24.4 7.3 68.3 
Movie trailers 24.4 4.9 70.7 
Transportation 17.1 -- 82.9 
Television 17.1 -- 82.9 
Exhibits, shows, 

etc. 14.6 17.1 63.4 
Special journals, 

ete. 49 22.0 13.2 
Provision for 

special media 26.8 -- 73.2 


@ While all companies permitted news- 
paper ads, they did not expressly permit 
or prohibit the dealer from using other 
media. 

In addition, Prof. Mandell contends that 
while “many dealer cooperative adver- 
tising plans permit only newspaper ad- 
vertising, the manufacturer has over- 
looked the fact that many dealers cannot 
use newspaper advertising profitably. A 
well thought-out plan will provide for 
the use of media which are profitable for 
the dealer as well as for the manufac- 
turer.” 

Prof. Mandell feels that advertisers 
generally have been “quite unreasonable 
and unrealistic” in their efforts to control 
ad copy. The result, he says, is a viola- 
tion of regulations. He cites a manufac- 
turer who sends 8x10” mats for toilet seats 
which never received more than 2” of 
space. Another manufacturer supplied a 
2” square mat of a complete bathroom 
which warranted a great deal more space. 


s He has prepared the following analysis 
of copy regulations in the 41 dealer co-op 
ad plans studied: 


Permits omnibus advertisements 
without restrictions 

Permits omnibus advertisements, 
but without competition 22.0 

Prohibits omnibus advertisements 19.5 


34.1% 


Does not indicate 24.4 
Requires use of manufacturer’s 

mats 9.7 
Suggests use of manufacturer’s 

mats 48.9 
Does not indicate 41.4 
Requires copy be submitted for 

approval before insertion 17.1 


Does not indicate 82.9 


Requires the use of key phrases 


and/or cuts 53.7 
Does not indicate 46.3 
Provides free mats 58.6 
Shares cost of mats 24 
Sells mats 1.3 
Does not indicate 31.7 


He believes that copy regulations must 
be flexible enough to meet the local needs 
of dealers, and that all copy rules should 
be explained to the dealer. } 
s Expense regulation is a vital part of 
keeping costs down. Even though careful 
planning would not eliminate false billing 
and the use of higher space rates By 
dealers, it would eliminate much of the 
dissatisfaction of manufacturers with high 
costs. 

The following chart shows Prof. M 
dell’s analysis of expense regulations of 
dealer cooperative advertising of 41 me 
ufacturers using selective distribution? 


Permits mechanical charges - 
Prohibits mechanical charges 43.9 
Does not indicate 56. 


Permits agency fees to be charged - 
Prohibits agency fees from being 


charged 19 
Does not indicate st 
Requires tearsheets with claims 95. 
Does not indicate 4. 
Requires copy of medium invoice 

without being receipted 22. 
Requires copy of receipted me- 

dium invoice 68.3 
Does not indicate 9.7 


Sets expiration date of plan 73.2 


Does not indicate 26.8 
Sets time limit for submitting 

claims 82.9 
Does not indicate 17.1 


If the manufacturer would provide 
easy-to-understand claim forms, Prof. 
Mandell continues, he would be helping 
both the dealer and himself. Moreover, he 
would get all of the necessary informa- 
tion to keep his books in order without 
the necessity of voluminous correspond- 
ence with the dealer. 


strongly urges manu- 
working through the 
Assn. of National Advertisers—to set up 
a model plan form for co-op ads, with 
spaces so that manufacturers could fill in 
their own data and rules. Such a master 
form, he contends, would eliminate much 
of the confusion which a variety of co-op 
plans creates among dealers. 

As a result of the analysis of the 41 
co-op ad plans, Prof. Mandell has pre- 
pared a check list containing a number 
of factors which should be considered in 
setting up a dealer co-op advertising 
plan. While the check list is not all-in- 
clusive, it does provide a list of the mini- 
mum requirements of a good program, 
and is reprinted here through permission 
of Prof. Mandell. 


® Prof. Mandell 
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Salesense in Advertising... 


Are Excesses of Advertising Accepted 


with ‘Amused Tolerance’? 


By James D. Woo.r 
In this column I have again and again 
made the assertion that trustworthiness is 
advertising’s most priceless asset. At least 
an agency man, be- 
overemphasize 


one of my readers, 
lieves that I consistently 
the importance of com- 
plete truthfulness and 
credibility in copy. In 
his letter he maintains 
that most people accept 
the excesses of adver- 
tising with the same 
“amused tolerance” 
they display when they 
listen to the bunkum 
of the sideshow 
barker and the curb- 


James D. Woolf 


stone pitchman. 
What are the facts? How much weight 

does the buyer attach to the seller’s repu- 

tation for integrity? How impelling is 

faith in the seller as a determining factor 

in his choice of what he buys and where 
e buys it? 


B® | think we tend to take an exaggerated 
Wiew of the part advertising in national 
1edia plays in many categories of mer- 
handise. I believe that faith in the integ- 
fity of the seller is the impelling factor 
@nd major consideration in the annual 
urchase of billions of dollars’ worth of 
There are a few brackets of 
notably beverages, tobacco pro- 
ucts, and packaged foods—in which ad- 
ertising is unquestionably the impelling 
actor, but there are many others in which 
reference for nationally advertised 
rands is not the determining considera- 


roducts 


oods 


on 

Let's look at some figures (AA, May 5). 
ast year Sears did a volume of nearly 
2.4 billion. More than $2.2 billion of this 
im was spent by the public for Sears’ 
4 brands. I do not have the Ward figures, 
ut I imagine they tell approximately the 
ame story. Three retail organizations 
ears, Ward, and Penney—sell more than 
5°) (their own brands) of the country’s 
bed sheet volume. Macy’s does over 75% 
of its television volume on its own brands. 
Eighty per cent of the merchandise Macy's 
sells every day is not advertised. Mar- 
shall Field & Co. (“Give the Lady What 
She Wants”) does an enormous volume on 
its own or controlled brands. America’s 
apparel and fabric products, a yearly 
$10 billion industry that spends less than 
1% for advertising, are in the main un- 
known to the public by brand names 
Chain store brands are an ever-increasing 
threat to the sales expansion of nationally 
advertised brands. Two out of every three 
farmers now belong to at least one of the 
co-ops, which currently have been vigor- 


ously manufacturing and pushing their 
own brands. 
@ 1 have no statistics to prove it, but as 


a rough guess I would say that this volume 
of non-branded or store-branded mer- 
chandise tots up to more than $200 billion 
annually. It is attained without benefit 


The Eye and Ear Department... 


of any substantial expenditure for national 
advertising, unless the Sears and Ward 
catalogs should be defined as such. 

Most of the products represented by 
this huge volume are, with a few ex- 
ceptions, asked for by consumers only by 
their generic names. They walk into Pen- 
ney’s and ask to see some sheets or win- 
dow curtains, or into Sears or Ward’s 
to look at a refrigerator or stove, or into 
Macy’s to see what is being offered in the 
way of a television set. 

There are probably several reasons for 
this situation. I suppose that one of them 
is the fact that these big outlets enjoy a 
reputation for giving the most value for 
the least money. Another is probably the 
fact that as a rule they offer the customer 
his choice of a wider selection of mer- 
chandise than is carried by smaller in- 
dependent merchants. 

The most important reason, in my judg- 
is the fact that the public believes 
in the trustworthiness of these outlets. 
When Field's says that a garment is all 
wool and a yard wide the public accepts 
the statement as Gospel truth. 


ment, 


# It is possible that no business operation 
is 100% lily white. But none of these huge 
retail organizations has been guilty, as 
far back as my memory goes, of the ex- 
the cynicism, the obvious exag- 
geration, the sly distortion of truth, the 
bad taste—that have made a great deal 
of national advertising suspect in the eyes 
of the American people. Can you imagine, 
for example, any of these outlets repre- 
senting its merchandise after the tricky 
manner of, say, the cigaret compaigns? 
On the contrary (see the Sears and Ward 
catalogs), their copy is usually confined 
to hardpan product information and it 
seldom indulges in fancy panegyrics. And 
it nearly always states the price of the 
advertised article, a relatively rare pro- 
cedure in at least 75% of all national ad- 
vertising. Everything they sell is backed 
up with a 100% money-back guarantee. 


cesses 


® Advertising excesses are of course not 
to be found exclusively at the national 
level. The consumer has been hoodwinked 
over the years by an enormous volume 
of careless or intentionally fraudulent 
advertising by irresponsible retailers and 
other types of local shysters and shady 
operators. Here we see another reason why 
trustworthiness is advertising’s most 
priceless asset. Happily most local busi- 
ness men believe in honesty in advertising, 
which is why they support so energeti- 
cally the nearly 100 Better Business Bu- 
reaus in that many cities in the United 
States and Canada. 

“Amused tolerance,” my foot! I believe 
completely that the consumer attaches 
vast weight to the seller’s reputation for 
honesty in advertising. 

Most national advertising, if sometimes 
noisy and not in the best of taste, is honest. 
It’s too bad that a few short-sighted and 
unprincipled advertisers insist on muddy- 
ing up the pond. 


One Operation to Another 


In most families there is an elderly 
aunt who is constantly undergoing sur- 
gery of one kind or another. When you 
see her, you learn that she has either just 
come home from the hospital or is due in 


again next week. Her vitality is such that 
she never dies under the knife, but she 
has the sad fortune, at the same time, 
never to recover completely either. 
“Author Meets the Critics,” heard and 


Advertising Age, June 2, 1952 


What's Wrong With This Ad? 


Al Sears Neighborhood Stores Open Todey, 9:30 am. to 0:30 p.m, Stete Street Store 9:15 fe E45 


there isn’t a 
better hat buy 
in America 


than our PILGRIM sable-finish” 
Formease fur felts for Easter 


Take eur word fer 4 there art batter hat buy anywhere. 
Not tor ims lew price! Piigrer beh have upecul smegger 


there isn't a 
better shirt ull BS 
in America 


than our PILGRIM patented 
Formease collar Easter whites 


better, because: 


ete gre tern oo ae oe 
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Try it—Analyze this ad yourself before turning to Page 62 for your answer. This was a 
full page—at about $11 an inch. What’s wrong with it? Or is it good? Is nothing wrong? 


seen over the DuMont Television Network 
Friday nights from 10:30 to 11, is most 
reminiscent of this type of relative. Since 
the days of John X. Y. Z. McCaffrey—or 
whatever his middle initials were— 
“Author Meets the Critics” has been on 
the table God knows how many times. Not 
so very long ago it underwent a sort of 
monkey gland operation when Faye 
Emerson became its moderator for se- 
veral weeks. It even made Life Magazine 
during this period when a couple of the 
guests began throwing scalpels at each 
other instead of passing them. But even 
with Faye Emerson, “Author Meets the 
Critics” didn’t get quite well enough to be 
considered marriageable by some rich 
sponsor. 

During the tenure of John X. Y. Z. Mc 
Caffrey as moderator, “Author Meets the 
Critics” was fairly intimate and a shade 
on the literary side. John sat in a sort 
of corner, pressed in by a guest on each 
side and not too far removed from the 


author. Generally the author had him- 
self dissected rather skillfully by a 
typical book page reviewer with acid 


tongue. Today, “Author Meets the Critics” 
has come out of the library into the arena, 
with a vast set that gives you the impres- 
sion it is being televised from Madison 
Square Garden and with a background on 


which changing pictures can be thrown. 
Recently, for example, when Sen. Paul 
Douglas was the author and his “Eco- 
nomy in Government” the book under 
discussion, the audience was given a sen- 
ior class tour of Washington in addition 
to everything else. 

Currently Quentin Reynolds is modera- 
tor—although by the time this gets into 
print Faye or John may well be back. 
The program, however, will have neither 
improved nor expired. 

“Author Meets the Critics” is fairly old 
and established, as television pro- 
grams go. It certainly has vitality. 
One of its current faults seems to be 
too heavy an emphasis on politics. By 
its very title, it is limited to books— 
although it even tried doing a criti- 
cal job on magazines—and this may be 
one of its limitations, although certainly 
some well-known and interesting people 
write books. And even edit magazines. 

Until it somehow attains the wide- 
spread interest of “Meet the Press” or the 
zany humor of “What’s My Line,” 
“Author Meets the Critics” will undoubt- 
edly bounce from one operation to 
another, although it is a tribute to the 
fundamental idea of the program that, 
like the average family’s elderly aunt, 
the doctor, not the patient, dies. 
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Among all U.S. Magazines 
SUNSET WAS Secon 


in number of pages of transportation 

advertising carried per issue in 1951. 
Only Holiday magazine led Sunset — 

and by less than two pages per issue! 


Source: Publishers Information Bureau 


Among all U.S. Magazines 
SUNSET WAS First 


in number of pages of airlines passenger 
advertising carried per issue in 1951. 
Sunset led all other magazines — bar 


! “ . P 
mone. —= Source: Publishers Information Bureau 


Among all U.S. Magazines 
SUNSET WAS Third 


in number of pages of railroad passenger 
advertising carried per issue in 1951. Sun- 
set was led only by National Geographic 
and Holiday magazines—in that order! 
All 9 transcontinental trunk line rail- 
roads serving the West use Sunset! 


Source: Publishers Information Bureau 


Among all U.S. Magazines 
SUNSET WAS First 


in number of pages of gasoline and motor 
oil advertising carried per issue in 1951. 
Sunset led all other magazines — bar 


' : : 
none+ — Source: Publishers Information Bureau 


© Sunset’s exclusive editorial service is the reason why Sunset, a regional 
magazine, is a national leader in Travel advertising. 

Travel in the Sunset West is not seasonal but enjoyed all the year around. 
Sunset provides the only Travel editorial service especially for families of 
the West and Hawaii. 

Travel—Western and world-wide—is the first subject presented in every 
issue of Sunset. And Sunset’s circulation on the Pacific Coast is not only 
greater than that of any other magazine with a regular Travel department 
but also ranks near the top among all magazines published! 


ond Western buying 


For trend information on Western Living Amore than 


HALF A MILLION Western families look 4o 


THE MAGAZINE OF WESTERN LIVING 


LANE PUBLISHING CO., MENLO PARK, CALIFORNIA (and Sunset Books) 


4 [ | oN 
il P ygRttSING We ea a 
| neo , Lee fF 
i For example orl a ce i 
| = look ger? 33 S a a = ‘Py a2 ee ik ear 
ie Gers cn SE iz y ehzS ie 
— a eee ” ed 
| — ZA a ¢ — 
' - >W 14 =f i 
: i ‘ \\ a + — ) } ae ‘ 
‘ | HE wmacaBine oF ecto —s \DEAS " i | 7 3 
mm = = eal mE ee €U 
| ——— = A A <a bac 
ee ye ae me 7 — ane io 
: 44 =, ae :\ awe 
' AY OK ig cae | ‘tiie: ta 
: Fe cen. | EL eS 
: per 2 _ : 2 
: past oe 7, 
: oth esgemy 5 
a ee a 


+ 
“Ei 
* 

& i 
vA y 
‘ 


(See 


What's Wrong With This Ad? 


Pave 60) 


By Ciype Bepei 


Nothing on the surface is wrong with 
this Sears ad. It's a powerhouse to look 
at. It's only in the copy that the ad loses 
its professional wallop and gets rubber 
knees, Body copy is where selling ts done 
in such ads. That where you get the 
lush, plus sales that skyrocket response 

I'rying to capitalize (1 suppose) on copy 


run by Other about “proportioned” hats 
You'll find all our Pil- 


proportioned to ft any 


the copy Says 


#rims carefully 


4 


shape face.” That's a neat trick If you can 
mirrors 


Then take a look in the 


do it, even with 


Later it say 


mirror and know why more well- 
dressed ind practical) men buy thetr 
hats at Sears More” than what’ The 
wt wind in the big tvpe, expires with 
1 Slight hiss in the smal 
@ The shirt headline brags Dbeldly and 
effectively. Seat merchandises | few 
outfits on earth. Maybe the eadiine is 
true. 

But the whisper of the copy anti-cli- 
maxes the roar of the headline. Copy 


»™ 


reneges. “We mean it! Right here at Sears 
we've got just about the crispest, smartest, 
lowest-priced dress shirts you've ever 
seen 

Like the man at the bar shouting he can 
lick any man of any nationality... then 
adding softly as a bystander glaringly ap- 
“just about.” 
rhere are minor details, too, that should 
Both hats in 
the panel at right look pre-blocked. One 
is so advertised. The 49¢ socks in the 
same panel may all be rayon, may not 
Why confuse the people? 


proaches 


have been clearly covered 


@ Are these “lapses” important? Didn't 
the ad do well anyway? It probably did 
it's far better than the average retail ad 
But it could have been consistent and 
sold more had the “engine” been as good 
as the “body 

You can be sure of this: Any weakness 
in copy cuts down response. Maximum 
value from an ad is had only when the 
highest level of any component is the 


standard of all the parts 


ail Order and Direct Mail Clinic... 
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' Newspaper Shop-By-Mail Pages 
Are Trend-and Profitable 


tiv Wirt NORTMMORE SCHULTZ 


’ ; Ss the-arm mail or- 


: 
# One of the sho , ! 
fr merchandisers need today to give lag 
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The Creative Man’‘s Corner... 


-- 


f OWER MOWERS... 
Ti.“ 


AMERICA’S MOST COMPLETE LINE OF 
P acwttad, by Tove Destibadort and 


ore 


That rustling noise you hear outside, our better three-quarters sugges- 
tively informs us, is our lawn. Every year about this time it happens—just 
as we get comfortably accustomed to a lawn with a growth as sparse as our 


aging pate. And invariably we get 
caught with the same hand-mower 
we were going to trade in the pre- 
vious fall. (There’s never time to 
trade it in the spring; grass comes up 
too fast. Also, with March 15, cash 
goes out too fast.) 


But just as the grass grows, our 
interest grows in ads about power 
mowers 
going to 
year, because we've been picturing 
ourselves as Ben Hogan or Byron 
or Sam Snead—behind a 
Toro. Together with three superin- 


One of these years we're 
in one 


Maybe tnis 


its of country clubs, they were 

Saturday Evening Post of 
10 modeling, of all things 
mowers. Actually, we pic- 


tured ves in the place of an 
anony yung fellow at «the 
dottom of the ad sitting on the sulky 
up to six acres a day. We don’t have 
juite one. though we do have dream 
us 
n Reo’s suggestion of standing on our 
to the Royale De Luxe, showing off 
is they are, about the same age) rather than 
In fact, we wonder why, in the - 
vides the need for a power m« d 
- + Y? te.t - 
f ad, with purchase of any one of 


But the longer we 
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Tips for the Production Man... 


Placement of Coupon Ads 


By KENNETH B 


BUTLER Vertical half pages appear ¢ de 


placed 
u are a coupon advertiser and use nm outside corners if they contain cou- 
mall space it is almost a perfect bet pons: the small rter pages 


9€ piacec at the oottom 


full-page adver- 


miy three snips 
oet- sors. 


ght- There were several score coupon-bear- 
ceive ing ads in the 740 pages con sing the 

ssues studied. [t is ml 
usive three of the fractional-co with 


were placed in top-of-the-page 
The Mmaxeup men were very 


Housekeeping. The 


im no case did a ‘oupon Sack 


cOnciusiONS woUuid suggest tha ip 


us art dir yur publica- 

) an extension of thi tud i they are, 
nte id placement cha- he a4 coupon 
racteristics id 


The motivation that governs the place- aimost sure to place you at the bot- 
nent magazine ads with oupons tom where, fi mu will 
ubtless is hinged to the mech: fact lave a lot of pany because 

t is easier to clip an ad coupon if it Nat is where ail ther coupons are 

n the ower rners of the pages (two 2 sort of coupon-clippers’ happy 1unting 


snips of the scissors fee the coupon ground. 
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Coming 
Conventions 


June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor Inn, Pocono Manor, Pa 

June 10-12 Lithographers National 
Assn., 47th annual convention, The Green- 
brier, White Sulphur Springs, W. Va 

June 16-18. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati. 

June 16-19. National Advertising Agen- 
cy Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa. 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 23-25. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Daytona 
Beach, Fla. 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge, 
Brainerd, Minn. 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago 

Sept 11-13 
Managers Assn 
nual convention, 
Montreal, Que. 

Sept. 28-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting, Hotel Plaza, New 
York 

Oct. 2-4. Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N. C 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct, 4-7. Mail Advertising Service Assn., 
International, annual convention, Shore 
ham Hotel, Washington, D. C 

Oct. 5-9. Advertising Specialty Nation- 
al Assn., annual convention and specialty 
fair, Palmer House, Chicago 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D. C. 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 


Newspaper Advertising 
of Eastern Canada, an- 
Mount Royal Hotel, 


Chicago 
Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 


nado, Coronado, Cal 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Dec. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 


Mayco Advertising Moves 

Mayco Advertising, Cincinnati, 
has moved to new, larger quarters 
in the Schmidt Bldg. 


DUSTRIAL MAINTER 
GETS RESULTS! 


Promotes David VanVoorhis 


Diamond Match Co. has pro- 
moted David A. VanVoorhis from 
book match advertising counselor 
in the San Francisco Bay Area to 
western district manager, with 
headquarters in Los Angeles. 


Johnstone Joins KCBS 

Alan B. Johnstone, formerly 
sales manager for KGO, San 
Francisco ABC outlet, has been 
appointed sales account executive 
for KCBS, San Francisco CBS out- 
let. 


Coleman Lamp Campaigns 


Coleman Lamp & Stove Co. To- 
ronto, is using full pages in trade 
publications to introduce Blend- 
Air home heating and ventilating 
system. Spitzer & Mills, Toronto, 
is the agency. Copy will run from 
May to December. 


Chapman Opens PR Oftice 
Jo Chapman, formerly on the 
editorial staff of the Advocate, 
Stamford, Conn., has opened a 
public relations office at 45 E. 
Putnam Ave., Greenwich, Conn. 


Simmons-Boardman Boosts 2 


Simmons-Boardman Publish- 
ing Corp., New York, has promoted 
Warner Lumbard, v.p. and busi- 
ness manager, to v.p. and general 
manager of Marine Engineering. 
George K. Konz of the advertising 
sales staff of the magazine suc- 
ceeds Mr. Lumbard. 


White Agency Names Hulva 
Howard F. Hulva, formerly su- 
perintendent of Tulsa Litho Co., 
has been named production mana- 
ger of White Advertising, Tulsa. 


realy 


Indoor Advertising of America 


& DIVISION OF W.L. STENSEAAND AND ASSOC ATES, 1ue 


346 N. JUSTINE ST., CHICAGO 7, ILL. 


DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS - EXHIBITS 


Let us bid on your next display job 
PHONE OR WRITE... NO OBLIGATION 


N Saturday night, February 16, 1952, 
WSM.TV staged a 7!/2 hour Telethon 

to raise money for the Middle Tennessee 
Heart Association Fund. What happened 
contains food for thought for every adver- 
tiser interested in selling the heart of the 


Central South. 


@ Over 200 artists (all WSM, and WSM- 
TV staffers), folk and popular, appeared be- 


tions in person. 


¢ 
% 
m * 
. 
’ 


8 *\) 


Arkansas. 


Note well three things . . . public service beyond 
the call of duty . . . talent better than 200 strong 
. . . coverage far greater than normal. All these 
add up to an extraordinarily effective sales medium 


fore the WSM-TV cameras. 


@ After 2,100 plus calls, phone facilities 
were so hopelessly jammed that people 
drove as far as 70 miles to make contribu- 


public service 


@ Pledges came in from a six state area, 
from points as far north as Evansville, 
Indiana, and as far west as Jonesboro, 


for your product. Irving Waugh or any Petry Man 


can fill in the details. 


cma + sense WSME-TV ch 


pause 
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BUSINESS PAPER EDITOR 
WHO KNOWS BUSINESS 


Here's Opportunity with capital “O" for busy publisher to 
get out from under; cut production, promotion costs at same 


time. Skilled editor-writer-photographer, who's also an ex- 


pert on production, pr tion, circ is your answer. 
Experience: Nearly five years in food, marketing fields; two 
in homefurnishings; two in personnel and public relations. 
MBA, U of Chicago, BA, U of Wis. Returning as marine major 
from two years’ Washington duty. Age 39. Eyeing $6500 a 


year in Midwest or East. 


Box 162, Advertising Age 


| 
| 
| 
} 


| has a good job waiting for him on eastern 


| For stock feed Mfgr 


| 


200 E. Illinois St., Chicago 11, Ill. 
. 7: 
Information for Advertisers 
\ 
No. 4 4358. How to Get Free Photos.;out 2,491 counties in the U. S.| 


In the spring edition of Mead|Other breakdowns show circula- 


Corp.’s “Better Impressions” there tion in New York City by boroughs | 
‘is, among the usual stimulating and income districts; circulation in 
Imaterial. a list of sources from towns within a 100-mile radius of | 
twhich free photographic material the city; circulation by states and 
may be obtained. geographical sections; circulation | 
: in trading areas of cities with! 
INo. 4361. Latest Data for Nash-|!00,000 and over population, etc. 


ville. 
The Nashville Banner and Ten-| 
messean offer a new market data 
efile giving most recent information 
yn city and trading zone popula- 


No. 4365. Sales Guide for Automo- 
tive Products. 
A market guide designed to help 
automotive product manufacturers 


. ion, total retail sales and their|and distributors in their study of 
breakdown, data on wholesale and | Market potentials and entitled “A 
retail outlets including names of |Guide to Markets and Quotas for 
Skey men and their addresses, etc.| Automotive Products” is offered 
A quick picture, usefully organ-|by Curtis Publishing Co. Its pur- 
sized. | pose is to help establish quotas, al- 


locate territories, and measure re- 
BNo 4362. The $13 Billion Re »stau- | Sults on a comparative basis, etc. 
$ rant Market 

Pointing to the fact that Ameri-|No. 4366. San Francisco Newspa- 
gcans spend $14 billion annually on pers Studied. 


meals outside the home—more| “San Francisco Newspaper Au- 


than for furniture, autos, medical!dience and Home Penetration Sur- 
care, gas ,and oil, ete.—the Na-j|vey” is a new qualitative newspa- 
tional Restaur: int Assn. offers ajper circulation study offered by 
new brochure, “The Restaurant|the San Francisco News, giving 
Industry,” giving a quick sum- details of home penetration of the 
mary of the market four San Francisco dailies, and the 
characteristics of their audiences 

No. 4363. The Ohio Valley Mar-j\in the areas. 

ket. | 

Celebrating its 50th anniversary |No. 4368. Facts About Plastic 
in outdoor advertising, Smoot Ad- Plates. 
vertising Co., serving the Parkers-| Rapid Electrotype Co. offers a 


burg-Portsmouth area, offers a|new 
new illustrated book, “The Miracle 
of the Ohio Valley,” giving gen-|; 
eral market statistics and informa- | 
tion on the company’s services. 


illustrated brochure, “Plastic 
Plates and Newspaper Advertis- 
ing.” Pointing out that there have 
been many claims and counter- 
claims, and much mishandling of 
| s . é s > . “7 
No. 4364. National Circulation of | _ esle ; ar dee — 
: N. Y. Times {equipment which have brought the 
The New York Times offers its procedure to a new point of per- 
1952 “Circulation Book”—break- fection. Recommended reading for 
ing down its circulation through-|all production departments. 


Note: Inquiries for the items listed above will net be serviced beyond July 14. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ApverTIsING AcE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 
—please print or type) 


IN siesascasicctrecstunantnnevtbtinlentshinsbsssshaisioninnsiisinshosniigasinig UD cncsicimnsisanicanninsitin - 
COI sairccntnncecmnmstntanrenccionsans issibsibddoiiaataii os 
IID aaeiniccscnscccesesternintincszesicccstanenansnence 

City & ZONE —~STATE 


je 


Rates 
lines (maximum—two) 30 letters and 


THE ADVERTISING MARKET PLACE 


90¢ per line, minimum charge $3.60. Cash with order. 


Figure all cap 
spaces per line; upper & lower case 40 


Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


Advertising Age, June 2, 1952 


REPRESENTATIVES AVAILABLE 
REPRESENTATIVE Michigan & Ohio Ter- 
ritory, headquarters Detroit. Long estab- 
lished, successful record, specializing trade 
publications. I am_ soliciting publisher 
dissatisfied with present volume from 
here, or publisher now covering this area 
from distant city but willing to discuss 
the many advantages of special territory 
office. Can devote adequate time to the 
right proposition. 

Box 5119, ADVERTISING AGE 

200 E. lllinois St., Chicago 11, Ill. 


HELP WANTED 


HELP WANTED 


“MAIL ORDER SPECIALIST 
We are looking for a man who has talent 
and mail order ‘know-how’ to offer in 
exchange for a good salary, permanency 
and unlimited opportunity. He must have 
a thorough knowledge of mail order 
operations and proven ability to write 
sales-producing copy. To such a man, we 
can offer a connection with one of Texas’ 
successful mail order businesses. 
Continued growth makes this addition to 
our staff necessary. In replying, please 
give age, resume of employment and sal- 
ary requirement. If possible, enclose sam- 
ples of mail order copy. All replies will 
be held as confidential. 
William P. Taylor 
P. O. Box 2710 
San Antonio, Texas” 


MOLENE 
PERSONNEL SERVICE 

Copywriters 
Editorial Artists 
Promotional 
BANKERS BLDG. ANDOVER 3% 4424 
POINT-OF-SALE ADV SPECIALISTS | 
Many territories open for alert, experi- 
enced men to sell new unique, inexpen- 
sive, transparent sign idea. Substantial 
profit potential to aggressive men already 
serving advertisers mag a outlining ex- 

perience, coverage, etc 

Box 5115, ADV ERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
FARM EDITOR—A fellow who knows and 
liked farming and is a first-rate journalist 


agricultural publication 
Box 5105, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SALES PROMOTION & MDSE: 
Prefer dealer pro- 
pore & Exp. 
HAY AGENCY 
30 W washington - Chicago 2, Ill. 
SPACE SALESMAN - Chicago Area 
Fast growing industrial publication, Class} 
| 69, has opening for hard working, ex-| 
| perienced man who wants opportunity 
to progress. Car required. Must give com- 
plete details of past experience, earnings, | 
etc. Draw against commissions. 
Box 5109, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


motion exp. 


TYPOGRAPHIC SALESMAN | 
Nationally known Typographic organiza- 
tion wants to employ a top notch sales 
representative in Chicago; one who knows | 
type, and has experience selling quality 
typography. Salary, retirement benefits. 
All replies held in strict confidence. 

Box 5116, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
RED J. MASTERSON 
ADVERTISING — PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


POSITIONS W TED 
ADVERTISING MANAGER, Industrial -a 
seasoned man with an impressive record 
of achievement in producing sales in in- 
dustry. Former agency man, will locate 
anywhere. Can handle every job in ad 
and sales department. Available now. Five 
figure salary will make you profits. 

Box 5110, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
DOWN-TO-EARTH AD MAN 
WHO KNOWS HOW TO SELL! 
yrs. exp., copy, layouts, production, 
direct mail, catalogs, sales promotion. 
Married, University graduate, 30. refer 
small but solid organization where crea- 
tive ability is needed 
ox 5114, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MARKET RESEARCH ANALYST - highly 
experienced with agencies, chains, manu- 
facturers. Interested in either full time 
position or on consultant or fee basis. 
Have staff to carry out field work. 
Box 5040, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


housebroken on someone 
else’s payroll, ready to help direct your 
advertising or PR programs. Budget cuts 
eliminated job as eastern promotion mgr. 
for famous mfr. Wide N. Y. C. experi- 
ence: 2yrs. contact-writer for 4A agency; 


YOUNG EXEC., 


3% yrs. free lance publicity; 1% yrs. 
copy for top dept. store. Married, college, 
26. Write; 


Box 5121 ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


We have attractive positions for men) 
and women in Advertising and Publishing. | 
MYRTLE BARNARD - CARMEN TAYLOR) 
176 West Adams Ce 6-3178 - Chicago | 
PUBLICITY MAN OR WOMAN | 
Well-known fashion manufacturer is look- | 
ing for alert publicity manager who knows 
way around in fashion industry. Ideas are | 
more important than writing ability. Re-| 
sults in getting publicity for our prod-j| 
uct is most important of all. Starting sal- | 
ary depends on experience and ability. 
Future depends on you. Many employee | 
benefits. Your on will be held in strict | 


confidence. Wri 

Box 5120, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS- PLACEMENTS 
209 S. State St. 7-2063 Chicago 
ADVERTISING WRITER 

20-year-old, moderate sized St. Louis 
agency wants experienced man who can 
write outstanding copy and service ac- 
counts. Good salary, plus opportunity to 
become a principal and acquire interest in 
company, without investment. A splendid 
opportunity. Give 
ences, present salary. 
fidentially. 

Box 5117, ADVERTISING AGE 

200 E. Mlinois St., Chicago 11, Ill. 

——_* 


FARM EDITOR—A fellow who knows and 
liked farming and is a first-rate journalist 
has a good job waiting for him on eastern 
agricultural publication. 

Box 5105, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


age, experience, refer- 
Replies treated con- 


BUSINESS OPPORTUNITIES 
OPPORTUNITY for free-lance  indus- 
Acct. Exec. to join one-man agency or 
One-man Agency desiring to lower over- 


head. Write. 
x 5023, Advertising Age, 

200 £. Ulinois St., Chicago 11, Ill. 
BUSINESS OPPORTUNITIES 
NEED MORE CAPITAL? 

Can you use $20,000 and my services in 
| sound New York ad agency needing funds 
for expansion? Am experienced ad man. 
Box 5122, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


WANTED GOOD TRADE BOOK 
By Space representative now covering 
Minn, Wisc, Illinois, and Iowa for Na- 
tional Food Trade paper. Can do real 
selling job for one more trade paper 
Maintain own office and staff in Chicago 

Box 5113, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
CANTON, OHIO—5200 BEST HOMES 

Your envelopes addressed from Direct 
Mail list for l¢ per name! Write: 
Letter Shop, Peoples Bank Big. Canton, O 
WHAT IN CREATION DO YOU WANT? 
Chgo copy chief inat’l agc’y. supplies 
copy, art and salable ideas for those de- 
siring the best professional work. Will 
discuss free-lance or agency service. Your 
confidence respected. 

Box 5118, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Lil. 


ADVERTISING SALESMAN 


High calibre salesman with 
excellent record of personal 
selling and territorial man- 
agement seeks Chicago area 
assignment. Accustomed to 
selling top level management. 
Income between $15,000 and 
$25,000 for last ten years. 

If your present program is 
in need of intelligent sales 
effort, or effort plus manage- 
ment, I will respond with per- 
sonal interview and record of 
accomplishment. 


Box 159, Advertising Age 
200 E. Illinois St. 
Chicago 11, Il. 


WANTED 
by major Chicago manufacturer 
Young Man Who 

Can Write 


For Direct Mail, House Organs, 
Instruction Guides, Publicity. Cata- 


BUSINESS & PLEASURE!—Smart Nr. 
North Town House, entire Bldg. ..sell or} 
lease for combination residence- ga 
studio. Prestige address: 49 E. Elm, Chgo. 
Me rebuild as offices and/or 1 or 2 new! 

to 4 . room custom apts. Bargain! 
Mr Cattin, WHitehall 4-0345. 9-5 


REPRESENTATIVES AVAILABLE 


NEW SALES REP. 
SETTING UP SHOP 
I've been the Chicago district sales man- 
ager for an outstanding business publi- 
cation for 15 years. Now I’m opening 
my own Michigan avenue office as a 
publisher’s representative. I know the 
midwest. I know how to sell advertising 
space. If you need representation out 
of Chicago I can help you. Let's talk it 
over. 
Box 5098, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


Wanted experienced industrial || 
publication space salesman 
acquainted in Cleveland-Pitts- 
burgh territory. Age 35-45. 
Salary $650 per month to start || 
and exp s plus I bonus. 
Send complete information ex- || 
perience, references and family 
status in first letter. 


JENKINS PUBLICATIONS, Inc. 
Publishers of | 
GAS-BUTANE-PROPANE NEWS 
WESTERN METALS 
198 South Alvarado Street 
Los Angeles 4, California 


AGRICULTURAL ADVERTISING 


Excellent opportunity awaits you 
in strong, Midwest, 4-A advertis- 
ing agency if you combine good 
agricultural background with tal- 
ent for originating and admin- 
istering creative farm advertising. 
Write in detail in confidence to: 


BOX 161, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


RIGID RUBBER GARMENT FORMS 


shorts, 


“ON King Cole Displays 


O.K.C. forms show off your product 
better—have longer life. Over 50 years 
experience making forms for shirts, 
bras, girdles, swim suits. 
trademark and message embossed on form 
tailored to fit your product. 


Your 


CANTON, 


logs, etc. 

Please send resumé (including 
salary requirements) plus samples 
of your writing to 

Box 160 Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


Tired of Being Retired 
I'm a retired trade-paper publisher 
with a real sales record and a desire 
to get back into harness. Can finance 
myself. If you have need for a Chicago 
office manager, write: L. A. K. c/o 
Kencliffe, Breslich & Co., Adv. Agts., 
221 N. La Salle St., Chicago 1, Il. 


Thatcher Boosts Bazzett, 
Donaldson, Adds Hatch 


Thatcher Glass Mfg. Co., El- 
mira, N. Y., has promoted two and 
added one member to its sales de- 
partment. Walter S. Bazzett, who 
has been assistant sales manager 
of the milk container division, has 
been advanced to sales manager of 
the beer and beverage container 
division. He has been with That- 
cher since 1937. 

Harold E. Donaldson, who was 
with McKee Glass Co., Jeannette, 
Pa., for 23 years, has been trans- 
ferred from Jeannette to Elmira 
and appointed manager of special- 
ized product sales. McKee and 
Thatcher recently merged their or- 
ganizations. Philip W. Hatch, for- 
merly sales manager of the com- 
mercial container division of Ball 
Bros., Muncie, Ind., has been ap- 
pointed assistant to David R. Par- 
fitt, v.p. in charge of sales. 


Ross Opens K. C. Branch 


Ross Advertising, St. Louis, has 
opened a branch office at 823 Wal- 
nut St., Kansas City. Lawrence A. 
(Larry) Brill, formerly with Potts- 
Turnbull Advertising, Kansas City, 
has been appointed manager of 
the new office. 


Moss Joins Williams 

Alfred S. Moss, formerly v.p. of 
Bozell & Jacobs, New York, has 
become a partner in Williams Ad- 
vertising, New York 


a 


ee 


= ig 
eS 64 Mee 
ane wee ee : 
TEA. EE es ve 
1 , a a he 
is _ ee . 
‘ ES a 
x : Pe — — foo 
i PI Pgh 
4 PC } | 4 : 
ia nf ra 
es 
2 ey 
| See 
1 ON 24 
oe si 
a | 4 
— a 
% § x 
a & 
| a | 
5 = Pp 
s : ee . 
. : ° 
3 $ 3; 6 
. : : a 
e +4 ql ° 
a $ H 4 
a $ : f 
a H : 9 
. : > @ 
‘ ° $ ee 
| LS  : 
& . J 
_ $ : 
| -_ 
H s | 
. : 3 | 
j : —_— - 
— —— | @ . 
‘ ———— — 3 $ 
r t . eee SSCHSSSSSSSSSSSSSSSSSESSCSSSEEESCSEEES 
ee 
> 
| — 
: 
| 
ee 
| ee | 
| | 
d | COE EE EEE EEE EEE ETERS EE EET EERE EEE EE EEE EERE ERE E EEE EEE OEE HER EEEE SEE EEE EEE EEEERSESESESESEE ESO SESE SESE SESE ESOS OSS S OOS SCOe | 2 
| Ye 
| Dagae 
| i} Sey “ 
! | a/R 4 ; 
| 1 ey ; oHI0 
| YA . 
~% i I “= y 
Sir. uate ob yas Pe ca fee, b ‘ eR IES MEK gE heck eae oe foul), ee "a re “ a iis a ——_ in 
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So Kent's Got a Filter? Tobacco Row 


Shows Interest But 


New York, May 29—If anyone! 
has the idea that the advent of 
Kent cigarets, on the wings of 
newspaper spreads and pages, 
brought forth a rash of competing 
filter tip ads, this is to report it 
was only a mirage. 

At least that’s the impression an 
AA reporter got after talking with 
representatives of Viceroy (Brown 
& Williamson), Du Maurier (Co-| 
lumbia Tobacco), Encore (U. S. 
Tobacco), and Picadilly (Pica- 
dilly Tobacco). 

The only people around who 
boosted their ad budget in the 
wake of the Kent splash, it seems, 
were those at Parliament. And 
Benson & Hedges went from a 
basic 150- and 300-line weekly 
schedule to a series of pages in 
six New York and two Chicago 
newspapers, not because Kent was 
hurting Parliament, but because 
Kent had people talking about fil- 
ter tips and “we wanted to cash 
in on the opportunity.” 


s A spokesman for Viceroy denied 
using any extra space at all, but 


admitted “we are watching Kent'’s | 


progress closely to see if there’s 
any effect on Viceroy sales or if 
Kent will expand the whole filter 
tip market.” 

The Du Maurier people feel they 
don’t have the kind of dough 
needed to buck Kent ad-wise, 


mostly because of the scarcity of) 


dollars coming out of England. 

As for Encore, it started a cam- 
paign in March, “shortly before 
Kent came out,” and the feeling is 
that “we have an efficient sched- 
ule” without any boosts in size 
or frequency. Encore is using two 
ads weekly in four New York 
papers, and one each in Chicago, 
Los Angeles and Philadelphia. 

Picadilly said flatly that it “did 
not increase” its advertising in any 
way following the Kent debut. 


@ In checking filter tip advertis- 
ing, AA’s reporter tabulated re- 
actions to the Kent bow and asked 
non-Kent people how they thought 
the new cigaret was doing. Nearly 
everyone agreed Kent got a whizz- 
bang introduction that made large 
segments of the public filter-tip 
conscious. “We hoped it would 
boom the whole field,” said one 
man. 

As for how Kent is doing cur- 
rently, agency opinions ranged 
from “fairly well” to “flat dead.” 
One person familiar with the cig- 
aret industry said the introductory 
advertising looked highly success- 
ful, but that Kent didn’t dent the 
filter tip business. “In fact it only 
bothered Lorillard because the 
only place Kent is selling now is at 
285 Madison Ave.” (the address of 
Young & Rubicam, Kent’s agency), 
it was said. 

Several of those with whom AA 
talked said they thought Kent got 
a huge number of “samplers” as 
a result of its ads, but that “deal- 
ers say most of the people who 
bought the sample never came 
back.” 


s Others said they think Kent’s 
filter is too hard to draw through, 
that the “package is too soft and 
crushable,” the cigaret “is too 
mild.” One man said he understood 
Kent was working on a new filter 
that will draw, and that four dif- 
ferent and looser tips were under 
consideration. He said the present 
tip is “so tight the smoke is taste- 
less.” 

AA attempted to check with 
Kent on its ad plans and current 
sales, but the agency suggested 
calling the client’s ad manager. He} 
wasn’t available. Another Kent of- 
fig¢ial suggested information might, 
come from its outside public re-' 


No Competition 


lations company. The latter, after 
two calls, said: “Kent isn’t talk- 
ing.” 


8 However, one source did tell AA 
that the demand for Kent is “big” 
and that Lorillard is working 
around the clock to turn out 
enough filter tips. Top officials of 
the company have been reported 
recently as saying that production 
would have to be doubled and then 
redoubled. The Kent inventory, it 
was said, was sold out on the day 
of the aznouncement of the prod- 
uct. 

Rumors that several of the ma- 
jor tobacco companies were rush- 
ing to get out filter-tips of their 
own were pooh-poohed in some 
quarters because: 

1. The major brands won’t turn 
to filters because of their high 


price, and “when the price goes 
up people turn to the king-size.” 

2. Filter-tips account for only 
“an infinitesimal part of the cig- 
aret market,” perhaps only 5%. 

3. There’s no point in putting 
filters on good sellers. 

Others in the industry are in- 
clined to think that some major) 
companies are “playing with the 
idea because there is certainly 
room for promotion of filters, dol- 
lar-wise.” 


Expands Fluffium Advertising | 

Henry A. Dreer Inc., Philadel- 
phia, is expanding its ad schedule 
for Fluffium, a polyacrylic soil] | 
conditioner. Newspapers in key) 
markets will be used along with! 
trade publications. Magazines and} 
radio are scheduled for later. H. | 
W. Fairfax Advertising, New York, 
is the agency. 


Sea Isle Appoints Lewis 
Sea Isle Hotel, Miami Beach, 


sales promotion. Koehl, Landis & 
Landan is the previous agency. 


Dooley to Lewis & Gilman 
Joseph E. Dooley, formerly pub- 
licity director of WFIL and WFIL- 
TV, Philadelphia, owned and op- 
erated by the Inquirer, has been 
named a member of the public re- 
lations staff of Lewis & Gilman, 
Philadelphia agency. 


65 
Lake to Burlington Mills 


Gerard K. Lake, formerly in the 
sales department of Pepperell 
Mfg. Co., Boston, has been ap- 
pointed sales manager of the in- 
dustrial and diversified fabrics 
division of Burlington Mills Corp., 
New York. 


The Fabulous Southwest 


The Nation's Largest Trade Territory 


Provides IRRIGATION 


1,100 miles of water distribution 
facilities have changed Desert 


Wastes to a Fertile Land of Plenty. 


Two Separate Newspapers — 27¢ Buys BOTH! 
Newark to handle advertaing ani Oe £L Pasn Times El Paso Herald-Post 


An Independent N 
Morning and Sunder” — 


A Scripps-Howard Newspaper 
Evening 


Looks like a block of cheese... 


10,000 demonstrators could not have done it 


so fast, so cheaply! 


Ten years of Kraft research pro- 
duced a revolutionary method 
of making pasteurized process 
cheese in slices, so that it was 
ready to use. 

So well, in fact, did the fac- 
tory do its job that the finished 
package, in spite of its label, 
appeared to hold a solid block 
of cheese! 

How were consumers to be 
convinced that a package so neat 
actually contained eight individ- 
ual slices that could be separated 
easily as peeling a banana? 

A crew of demonstrators might 
have tackled the job, store by 


store, community by community. 
But even 10,000 demonstrators could 
not have kept pace with the mass 
production at the plant. 


Mass demonstration the answer 


By using advertising to make mass 
demonstrations via newspapers, 
magazines and the Kraft Tele- 
vision Theatre— Kraft quickly and 
economically convinced consum- 
ers coast to coast. 

So quickly, in fact, that addi- 
tional production facilities have 
been added to keep up with the 
demand. 

Thus from advertising’s ability 
to give mass demonstrations, our 


client gets speed and economy 
paralleling that which comes from 
mass production technics in his 
factories—making it possible to 
deliver a finer product with ad- 
vantages for all! 


Can these benefits of advertis- 
ing be better utilized in your be- 
half? We'd be glad to talk with 
you about it. Just call or write us. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue 
New York 17, N. Y. 


New York, Chicago, Detroit, San Francisco, 
Los Angeles, Seattle, Washington, D.C., Miami, 
Montreal, Toronto, Mexico City, Buenos Airea, 
Montevideo, Rio de Janeiro, Sdo Paulo, Santi- 
ago (Chile), London, Paris, Antwerp, Frankfurt, 
Milan, Johannesburg, Port Elizabeth, Cape 
Town, Durban, Bombay, Calcutta, New Dethi, 
Sydney, Melbourne. 


. .. actually separates easily as peeling a banana! 
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The Voice of the Advertiser 


Letters are welcome 


copy, and checked the source care- 

fully before it was printed 
Presumably, Mr. Ashby is ac- 

quainted in some manner with the 


industry otherwise he 
would not have seen this trade 
journal whose circulation is con- 
fined almost totally to the bicycle 
trade, If so, he has had ample op- 
portunity to know the basis of our 
claims and why they may be ac- 
cepted as a fair representation of 


bievele as 


the attitude of American young- 
sters on the subject of bicycle 
brands 

Our competitor's ad is admit- 
tedly based on the experience of 
one dealer, We think it speaks for 
itself 


Ray Burcu, 
Sales Promotion Manager, Ar- 
& Co 
+. e + 

NCR's Overseas Salesmen 
to Get on Stories 
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Nanr-£llis In New York 


‘Almost Invaluable’ 
To the Editor: My 
again to Apvertisinc Ace for the 
wonderful job you have accom- 
plished with your May 12 issue. 
As a matter of fact, my hat has 
been off so many times to ADVER- 
TISING AGE that the lining is liter- 


hat is off 


ally falling apart. 

Your efforts in compiling 
“Available Market Data” are al- 
most invaluable to guys like me. 

I can think of only one im- 
provement and that is to either 
put this issue in a permanent 


binder, or figure out some “Gold- 
berg Gadget” that would make it 
walk back to my desk every time 
someone borrows it. 
Congratulations on a wonderful 


SPICE—A recent letter suggesting more 
ort in AA prompted this picture of Capi- 


job tel Airlines hostess Betty Shinn holding 

R. S. PoLiock, one of the corsages made of snagged 

Media Director, Sterling Ad- nylons the girls help collect for the blind 
vertising Agency, New York. in an Alabama institution 


Our Heads Are Bowed 


bleached and then dyed 
Capital hostesses are acting as 


To the Editor: On Page 56 of Collectors for the stockings, which, 
vour May 5 issue was an item Since the publication of the above 
headed: “Frisco Sales Execs Elect.” picture, have been sent in from 
It went on to say that the San all over the country Even if ad 
Francisco Sales Executives Assn. men havent any old nylons, they 
had elected new officers can l enjoy the picture 

Henry G. Leaner 


Ogden Nash was recently quoted 
as having provised 
May I boil in oil 
Or fry in Crisco 
If I ever call 
San Fy 
You have 
ro for 


ou" 
uy San 


have an 
expressed 


well 

Joun E. Cram 
Department 
Chronicle, San Fran- 


och 


ELECTRDTYPE DW. 


LAKE SHORE ee te 


phone Shete, B- 17D 
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school colors. Now his regiment is 
identified! Then a step beyond; is 
he attached or unattached as far 
as the fair sex is concerned? If 
his ribbons are crossed he is the 
important part of a twosome (how 
else could there be a twosome if 
it were not for him?) and he wears 
his colors straight to prove he is 
not only impregnable in battle but 
with women too. 

The FLING is the creation of 
two women, married to creative 
men—Stuart Rae, creative director 
of Price, Robinson, Frank Inc., and 
Gillette Elvgren, free-lance illus- 
trator (Brown & Bigelow, Coca- 
Cola, etc.) Perhaps it is catching, 
what do you think? At any rate, it 
must be for you—the FLING, that 
is—if you want a hat to help you 
dream. Strangely, the whole idea 
for the FLING came to me in a 
dream, which must mean some- 
thing or other! 

I rather like Page 107, 2nd para- 
graph, in Wylie’s book. Certainly, 
the FLING should do just that. 

We realize we are in no position 
to suggest anything to the Hat 
Corp., but we have been in con- 
tact with students of four uni- 
versities in testing our FLING. I do 
not believe you can warn these 


into 


young men wearing hats, 
frighten them into wearing hats or 
ridicule them into wearing hats. 
They will wear a hat if it is a 
sign of special merit and personal 
unction. 

Since the young men have ac- 
cepted the FLING, the young wo- 
men have joined forces on the 
campuses too. They are not con- 
cerned with the Montgomery angle, 
but want school identification just 
as strongly as the men. And then, 
too, it’s as good as a fraternity 
pin to let the world know she, for 
one, is out of the running. Girls 
do like their ribbons crossed! 

If you have read this far, let me 
explain. We always have ADVER- 
TISING AGE sent to our home ad- 
dress instead of Mr. Rae’s office, 
just so I can read it every Monday 
while I’m eating lunch. After see- 
ing The Creative Man’s Corner to- 
day, I simply could not resist the 
temptation to write you. If he will 
let me know his school colors, I 
would love to send him a FLING 
with our compliments. Meanwhile, 
the enclosed photograph will give 
you an idea. 

HELENE RAE, 

Rae-Gren Co., Winnetka, III. 


Shouts of Praise 

To the Editor: No matter what 
faults I may find with some de- 
partments of AA your editorials 
always bring shouts of praise from 
me. 

The one on Sewell Avery and his 
calamity howling is a fine example 
of courageous writing. Thanks for 
a splendid expression and a true 
one. 

I am not in the advertising busi- 
ness. I spend most of my time ad- 
dressing conventions, sales meet- 
ings and advertising clubs. I’ve 
found again and again that the 
men who should be pointing the 
way out and up are thinking de- 
pressively. There seems to be some 
psychological superiority attached 
to saying that the country is going 
to the dogs. Even the thousands of 
“tip” letters that emanate from 
Washington weekly, dote on de- 
pressive news. Evidently you can 
get money for scare heads and no 


one will listen to good news or to 
good hope. That’s a fine state of 
affairs and it is probably reflected 
in our national and international 
affairs. 

Thanks again for a truthful ap- 
praisal of what is probably the 
voice of an old man who cannot 
see hope because he, himself, is 
hopeless. But what gets me is how 
such minds get into high positions. 
There’s one for a study. 

J. Arcuer Kiss, 
Chicago. 
* * s 


One Artist to Another 

To the Editor: In announcing the 
New York Life’ advertisement “An 
Ear for Music” winning the second 
annual Award of Merit by the 
American Music Conference (AA, 
April 28), no mention was made of 


the artist’s name. The beautiful | 
| painting of the young lady play- 


ing the grand piano was made by Appoints Hirsch & Rutledge 

? Old Judge Coffee Co., St. Lou's, 
Ben Stahl has contributed more has appointed Hirsch & Rutledge, 

to the art quality of modern ad- St. Louis, to direct its advertising. 

vertising than any other artist of Formerly, Gardner Advertising, St. 


Ben Stahl. 


our time. He is not only a fine Louis, handled the account. 


artist who was once a constant 
contributor to the fine exhibitions 
of the Art Institute of Chicago, but 
he is also an understanding and 
seasoned advertising illustrator. 
That is a condition that is so rare 


‘in the profession of advertising 


that similar combinations of fine 
and applied talented artists can be 
counted on one hand. 

I believe we can agree that if 
this New York Life ad had been 
illustrated by the average unfeel- 
ing commercial art it could not 
have possessed the subtle relation- 
ship to music necessary for the 
absolute completeness of the copy. 

DALE NICHOLs, 
Tucson, Ariz. 


67 
Promotes W. A. Hillhouse 


Alexander Film Co., Colorado 
Springs, has promoted W. A. Hill- 
house from TV director to sales 
promotion manager. Ear! D. Austin 
succeeds Mr. Hillhouse. 


Using 


THE 


AD-VER.-TIS-ER, 


INC., 


in Selected Areas! 
FORT WAYNE, INDIANA 


f 


as 


Daily 
Oils 5 és as 


Empire Magazine and Comics 


CIRCULATION 


227,859 
357,324 
388,673 


A.B.C. Publisher's Statement 
September 30, 1951 


9 out of 10 of your prospects 
‘dan read THE DENVER POST 


CI Pmt eo 


Here's unique, single medium coverage of a major 


THE DENVE 


metropolitan market of 563,832 consumers. 

In addition, The Denver Post saturates its retail 
trading zone, blankets the State of Colorado, and 
penetrates the entire Rocky Mountain Empire. 


VER POST 


The Voice of, the Rocky Mountain Empire ° 


PALMER HOTT, EDITOR AND PUBLISHER 


Represented Nationally by Moloney, Regen & Schmitt, Inc. 
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Rejoins Consolidated Press 

Norman (Nick) McHardy, who 
left the company eight years ago 
to become advertising director for 
Hugh C. MacLean Publications 
Ltd., Toronto, has rejoined Con- 
solidated Press Ltd., Toronto. He 
will be advertising director for 
Saturday Night as well as for the 
trade publications division of Con- 
solidated. Lloyd M. Hodgkinson 
remains advertising manager of 
Saturday Night. 


Eastern t. f. Club Elects 

William A. Wilson, v.-p- of Pit 
& Quarry, has been elected presi- 
dent of the Eastern t. f. Club. 
Other officers elected are Charles 
A. Wardley, Petroleum Publishing 
Co., Ist v.p.; A. M. Morse Jr., v.p. 
of Conover-Mast Publications, 2nd 
v.p.; Kenneth S. Kaull, v.p. of 
Putman Publishing Co., reelected 
treasurer, and Halsey Darrow, Ap- 
VERTISING AGE and Industrial Mar- 
keting, reelected secretary. 


NO ADHESIVE—NO MOISTENING — YET IT 


Repeat Orders From 


* CAMEL CIGARETTES 
* WESTINGHOUSE 

* CALVERT 

* GENERAL ELECTRIC 
* U.S. RUBBER 

and Hundreds of Others 


STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Dealers say “Yes” at first 
glance. It's a new type of plastic decal that is revolu- 
tionizing point of purchase merchandising. Saves its 
own cast on “put-up time” alone. For samples and 
details write 


the AD-STIK Company 


5850 Centre Ave. * Pittsburgh 6, Pa. 


INSIDE DAISY—Instead of the usual two stomachs, International Harvester Co.'s 

mechanical cow Daisy has a complex collection of gears, levers and wires which 

make her act like any live Holstein. She is currently mooing and chewing cud in the 

IH display window on Chicago's Michigan Ave. showing how milk is transported from 

cow to bottles mechanically. Here, Julius Friesser, a taxidermist, adjusts Daisy's 
hind leg prior to dressing her in a genuine cow skin ensemble. 


The Oregonian 


reaches 


MORE WOMEN... 


than any other selling medium 
in the Oregon Market 


More support for your product... 


by more grocers 


to more readers in 


the Oregonian 


PORTLAND, OREGON 


largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


THE OREGONIAN GOES 
HOME... stays home... 
and sells for you with 
Oregon's largest carrier- 
delivered circulation. 
That's why big Portland 
food retailers use The 
Oregonian for their big- 
gest sales promotions. 
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‘Burkhardt Uses 
Cigaret Packages 
to Show New Label 


AKRON, May 28—When Burk- 
hardt Brewing Co. redesigned its 
beer label, it conceived of a novel 
way to impress the change on beer 
drinkers in the Akron area. It dis- 
tributed 35,000 packages of cig- 
arets with the newly designed 
label printed on them and the mes- 
sage, “The only thing new about 
Burkhardt’s beer is this label.” A 
lot of people here are still talking 
about the promotion. 

The cigaret package—printed by 
Your Name Cigarettes in Chicago— 
was in four colors: blue, white and 
red on gold stock, and it cost Burk- 
|hardt 22¢ each. 

The brewer distributed the cig- 
arets in its various markets ac- 
cording to the sales volume done 
in each. In Akron and its branch 
cities—Mansfield, Lima and 
Springfield—salesmen and drivers 
took the cigarets to each tavern, 
supermarket, etc., and gave the 
cigarets to customers who were 
there. 


@ In areas where the beer is han- 
|dled by distributors, the cigarets 
| were sent to the distributors with 

instructions for similar distribution 

as made in Akron. 

The distribution of the cigarets 
was made in three days and was 
timed so all taverns and liquor 
stores had run out of their old 
stock and were using the bottles 
with new labels. 

In addition, the Friday preceding 

the distribution on Monday, all 
employes of Burkhardt and its dis- 
tributors received a carton of ten 
| packs. 
The promotion was backed by 
24-sheet posters announcing the 
change and paper banners in all 
taverns and outlets. The new la- 
{bel also was featured on a tele- 
vision newscast the company spon- 
|sors and in newspaper insertions. 
| The company reports that fol- 
'lowing the promotion, many drug 
and cigar stores in the area had 
requests from customers who 
wanted to buy the cigarets. 


| Jimmy Fritz Adds Two 


Jimmy Fritz & Associates, Hol- 
lywood, has added two accounts, 
House of Hollywood Cosmetics, 
Los Angeles, and Chun King Or- 
iental American Foods, Duluth, 
for the western states. House of 
Hollywood will use newspapers in 
cities of 25,000 to 100,000 popula- 
tion. The company distributes 
through franchises handling the 
line exclusively in small commun- 
ities. Chun King will begin using 
cooperative television spots on 
chain market shows, beginning 
July 1 in Los Angeles. Objective 
is distribution in the 11 western 
states. 


Radio Executives Elect 

| Rudolph Bruce, advertising man- 
ager of New England Coke Co., 
Boston, has been elected president 
of the New England Radio Execu- 
tives Club. Other officers elected 
are Elmer Kettell, partner in Ket- 
tell-Carter, Boston radio repre- 
sentative, lst v.p.; William F. Malo 
of WDRC, Hartford, 2nd v.p.; 
|Emmett J. Heerdt Jr., sales man- 
ager of WEEI, Boston, secretary, 
and Paul H. Provandie of Hoag & 
Provandie, Boston agency, treas- 
urer. 


Metcalfe Joins KECA-TV 


Edwin Metcalfe, formerly an ac- 
count executive with KTTV, Los 
Angeles, has been appointed sales 
service manager of KECA-TV, 
Los Angeles. 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, —- 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5. 
(Now in our 24th successful year. 
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Times-Picayune 's 
Combination Rate 
Is Ruled Illegal 


(Continued from Page 1) 
cision would be appealed 

The importance of the decision is 
magnified by the fact that there 
are 165 combinations of morning 
and evening newspapers in the 
country (see list below) that sell 
national advertising at unit rates 
only. 

The Justice Department insti- 
tuted the anti-trust suit against the 
Times-Picayune Publishing Co. 
and four of its officers two years 
ago (AA, June 19, '50). It came 
to trial last April, with final argu- 
ments being heard in July (AA, 
April 30, ’51, et seq.). 

The Justice Department went in- 
to action after the New Orleans 
Item complained that the unit rate 
used by the Times-Picayune com- 
pany was inflicting serious com- 
petitive injury. Advertisers, the 
Item asserted, were being pres- 
sured into switching from the Item 
to the States, in order to have ac- 
cess to the Times-Picayune, 


® The three defendants found guilty 
were L. K. Nicholson, now chair- 
man of the board of the publish- 
ing company; John F. Tims, re- 
cently elected president of the firm, 
and Aubrey Murray, ad director. 

It was apparent, Judge Christen- 
berry said, that the intent of the 
Times-Picayune Publishing Co. 
and Mr. Tims, Mr. Nicholson and 
Mr. Murray was “to restrain gen- 
eral and classified advertisers from 
making untrammeled choice be- 
tween the afternoon papers in 
purchasing advertising space and 
to also substantially diminish the 
competitive vigor of the Item. the 
States’ only competitor in the af- 
ternoon field.” 

The judge instructed the gov- 
ernment to draw up a_ proposed 
form of decree and submit it to 
the court for approval 

In his 2l-page decision, Judge 
Christenberry ruled that the 
Times-Picayune and the States are 
separate newspapers, rather than 
morning and evening editions of 
the same paper, as the Times- 
Picayune company contended in 
the trial. 


s Commenting on the unit 
Judge Christenberry wrote: 

“Enjoying as it does a monopoly 
position in the morning field, and 
an enormous advantage in circula- 
tion, advertising linage and num- 
ber of printed pages, newspaper 
advertisers who desire to cover 
the New Orleans market must, of 
necessity, use the Times-Picayune 
as a medium for their advertis- 
ing.” 

On the question of general dis- 
play advertising, the judge rea- 
soned as follows: 

“It is clear, too, that the States 
secured a commanding lead over 
the New Orleans Item in the gen- 
eral display field after it had the 
advantage of the unit rate, and 
not until then.” 


rate, 


e A volume discount offered to 


| field Union 


States’ advertisers, based on the} 
amount of linage published in the} 
Times-Picayune, also had the ef-! 
fect of drawing “some advertising 
from the Item to the States,” he} 
added. 

Judge Christenberry rejected a 
contention by the government that 
the Times-Picayune Publishing Co. | 
bought the States in 1933 in order 
to create a monopoly. 


s The Times-Picayune is a morn- 
ing paper with a weekday circula- 
tion of 171,000. The States and the 
Item are afternoon papers with 
circulations of 92,000 and 99,000, 


respectively. The Sunday Times- 
Picayune-States has a circulation 
of 273,000, while the Sunday Item 
(published on Saturday) has 104,- 
000. 

The American Newspaper Pub- 
lishers’ Assn, told AA that it had 
no comment to make on the de- 
cision, and that it had no figures 
on the number of newspapers us- 
ing combination rates. The Assn. 


of National Advertisers also had! 


no comment, saying only that it 
had taken no stand on the matter. 


s Here is a list of those newspa- 
pers that are listed in Standard 
Rate & Data Service as accepting 
advertising only at a unit rate for 
the two papers. There are 165 of 
these combinations. 
ALABAMA—Birmingham News and 
Post-Herald; Florence Times and Shef- 
field-Tuscumbia-Muscle Shoals Tri-Cities 
Daily; Mobile Press and Register, 
Montgomery Advertiser and Journal. 
ARIZONA—Phoenix Republic and Ga- 
zette; Prescott Courier and Courier-Jour- 
nal, and Tucson Star and Citizen 
ARKANSAS—E! Dorado News 
Times; Fort Smith Southwest 
and Times Record: Hot Springs New Era 
and Sentinel-Record, and Texarkana Ga- 
zette and News 
CALIFORNIA Culver City Star News 
and Venice Vanguard: Eureka Humboldt 
Standard and Humboldt Times; Hanford 
Journal and Sentinel; Riverside Press 
and Enterprise; San Bernardino Sun and 
Telegram; San Diego Tribune and Union; 
San Jose Mercury and News, and Vallejo 
News-Chronicle and Times-Herald. 
COLORADO—Pueblo Chieftain 
Star-Journal 
CONNECTICUT—Bridgeport Post and 
Telegram; Meriden-Wallingford Record 
and Journal; Norwich Bulletin and Rec- 
ord, and Waterbury Republican and 
American 
DELAWARE—Wilmington Journal-Ev- 
ery Evening and Morning News 
FLORIDA—Daytona Beach Journal! and 
News: Pensacola Journal and News, and 
West Palm Beach Post and Times 
GEORGIA 
tution; Augusta Chronicle and Herald; Col- 
umbus Ledger and Enquirer: Macon News 
and Telegraph, and Savannah News and 
Press 
ILLINOIS—Decatur Herald and Review; 
Jacksonville Journal and Courier; Moline 
Dispatch and Rock Island Argus: Peoria 
Journal and Star; Rockford Star and 
Register Republic, and Springfieid Illinois 
State Journal and Illinois State Register. 
INDIANA—Anderson Bulletin and Her- 
ald; Columbia City Commercial Mail and 
Post; Fort Wayne Journal-Gazette and 
News-Sentinel; Logansport Pharos-Trib- 
une and Press; Marion Chronicle and 
Leader-Tribune; Muncie Press and Star; 
Portiand Sun and Commercial-Review; 
Rushville Republican and Telegram; Terre 
Haute Star and Tribune, and Wabash 
Plain Dealer and Times-Star 


and 


and 


@ IOWA—Davenport Democrat and Times; 
Des Moines Register and Tribune, and 
Sioux City Journal and Journal-Tribune 
KANSAS—Pittsburg Headlight and Sun 
and Topeka Capital and State Journal 
KENTUCKY—Henderson Gleaner and 
Journal; Lexington Herald and Leader: 
Louisville Courier-Journal and Times, and 
Owensboro Inquirer and Messenger 
LOUISIANA—Baton Rouge State-Times 
and Advocate; Monroe News-Star and 
World, and New Orleans Times-Picayune 
and States 
MAINE—Lewiston-Auburn Journal 
Sun, and Portland Press Herald 
Evening Express 
MARYLAND—Cumberland News 
Times; Frederick News and Post, 
Hagerstown Herald and Mail 
MASSACHUSETTS—Boston Herald and 
Traveler; Boston Record and American; 
Lawrence Eagle and Tribune; Marlboro 
Enterprise and Hudson Sun, and Spring- 
and News 
MICHIGAN—Benton Harbor News Pal- 
ladium and St. Joseph Herald-Press. 
MINNESOTA-—Duluth Herald and News 
Tribune; Minneapolis Star and Tribune, 
and St. Paul Dispatch and Pioneer Press. 
MISSISSIPPI—Jackson Clarion Ledger 
and Daily News, and Vicksburg Post and 
Herald 
MISSOURI—Jefferson City Capital News 
and Post Tribune; Joplin Globe and News 
Herald; Kansas City Star and Times; St. 
Joseph News-Press and Gazette; Sedalia 
Capital and Democrat. and Springfield 
News and Leader & Press. 
MONTANA—Great Falls Tribune 
Leader, and Missoula Missoulian 
Sentinel. 
NEBRASKA~—Lincoln Journal and Star. 
NEVADA—Reno Gazette and Nevada 
State Journal. 
NEW JERSEY—Atlantic City Press and 
Union 
NEW YORK—Westchester Group; El- 
mira Advertiser and Star-Gazette: Gien 
Falls Post-Star and Times; Gloversville & 
Johnstown Leader-Republican and Her- 
ald; Hornel Tribune and Bath Steuben 
Advocate; Hudson Register and Star; 
Jewish Newspaper Group; Rochester 
Democrat & Chronicle and Times-Union; 
Syracuse Herald-Journal and Post-Stand- 
ard, and Troy Record and Times Record 


and 
and 


and 
and 


and 
and 


@ NORTH CAROLINA—Asheville Citizen 
and Times; Durham Herald and Sun; 


and 


American | 


Atlanta Journal and Consti- | 


Treace « sew Woes Who or tHe micnway 
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— ee nina lee ms “ 
MODERN SETTING—Nash pages set for 
Collier's, Life, Newsweek, The Saturday 

| Evening Post and Time in June put the 

| new Airflyte against a modern setting to 
emphasize its modern styling. Geyer, 
Newell & Ganger handles Nash. 


Wilmington Star and News, and Winston- 
Salem Journal and Twin City Sentinel 

NORTH DAKOTA—Bismarck Tribune 
and Mandan Pioneer. 

OHIO—Rowley Northeast Ohio Group; 
Dayton News and Journal Herald; Spring- 
field News and Sun; Toledo Blade and 
Times, and Zanesville Times Recorder 
and Signal. 

OKLAHOMA—Enid Eagle and News; 
Lawton Constitution and Press; Muskogee 
Phoenix and Times-Democrat, and Tulsa 
Tribune and World. 
| PENNSYLVANIA—Greensburg Review 
and Tribune; Harrisburg Patriot and News; 
Hazleton Plain Speaker and Standard- 
Sentinel; Johnstown Tribune and Demo- 
crat; Lancaster Intelligencer Journal and 
New Era; Oil City Derrick and Blizzard: 
| Uniontown Herald and Standard; Wash- 
ington Observer and Reporter; Wilkes- 
Barre Record and Times Leader, and 
Williamsport Sun and Gazette & Bulletin 

SOUTH CAROLINA—Anderson Inde- 
pendent and Mail; Charleston Post and 
News & Courier; Columbia Record and 
State; Greenville News and Piedmont; 
Spartanburg Herald and Journal, and 
Lead Call and Deadwood Pioneer-Times 

TENNESSEE—Bristol Herald Courier 
| and Virginia-Tennessean, and Kingsport 
| Times and News. 
| TEXAS—Amarillo Globe-Times 
News; Austin American and Statesman; 
| Beaumont Enterprise and Jourr Cor- 
pus Christi Caller and Times: Galveston 
News and Tribune; Longview Journal and 


and 


News; Lubbock Avalanche and Journal; 
San Angelo Standard and Standard- 
Times; San Antonio Express and News; 
Tyler Courier-Times and Telegraph: Waco 
News-Tribune and Times-Herald, and 
Wichita Falis Record-News and Times 
UTAH—Salt Lake City Tribune and 
Telegram 
@ VIRGINIA—Alexandria Gazette and 
Arlington Daily Sun; Danville Bee and 


Register; Lynchburg Advance and News; 
Newport News Press and Times-Herald; 
Norfolk Ledger-Dispatch and Virginian- 
Pilot; Richmond News-Leader and Times- 


Dispatch; Roanoke Times and World- 
News, and Staunton Leader and News- 
Leader 


WASHINGTON—Spokane Chronicle and 
Spokesman-Review, and Yakima Herald 
and Republic 

WEST VIRGINIA—Beckiey Post-Herald 
and Raleigh Register; Bluefield Telegraph 
and Sunset News; Clarksburg Exponent 
and Telegram; Fairmont Times and West 
Virginian; Huntington Advertiser and 
Herald-Dispatch; Morgantown Dominion- 
News and Post, and Wheeling Intelli- 
gencer and News-Register 


WISCONSIN—Eau Claire Leader and 
Telegram; Madison Capital Times and | 
Wisconsin State Journal, and Manitowoc | 
Herald-Times and Two Rivers Reporter. | 

WYOMING—Cheyenne Wyoming Eagle 
and Wyoming State Tribune & State} 
Leader, and Laramie Bulletin and Re-! 
publican-Boomerang. 


Transportation Ad Group 
Elects Kirkman President 

The National Assn. of Transpor-| 
tation Advertising Inc. held its 
11th annual convention in Chicago 
last week and elected the following 
officers: Robert A. Kirkman, presi- 
dent of American Transit Adver-' 
tising Inc., New York, president; 
Ernest Watt, president of Canadian 
Car & Bus Advertising Ltd., Mont- 
real, v.p., and Benjamin Page, 
Transportation Displays Inc., New 
York, secretary. Otto J. Griesar 
was reelected as treasurer. 


| New IPA Officers Elected 


Newly elected officers of the 
| Industrial Publicity Assn., New 


| York, include John N. McCracken, 
|Union Carbide & Carbon Corp., 
president; Floyd A. Lewis, Dudley, 
| Anderson & Yutzy, v.p.; A. Bryan 
| Marvin, Consolidated Edison Co., 
secretary, and Albert L. McNomee, 
United States Rubber Co., treas- 
urer. 


Much Guessing 
Goes On About 
Lennen & Newell 


(Continued from Page 1) 
that L&N would handle Nash-Kel- 
vinator, a conclusion hotly dis- 
puted by Gever, Newell & Ganger. 
Nash spokesmen also denied that 
it will change agencies. 

Mr. McQuigg, like H. W. New- 
ell, is a graduate of the Frigidaire 
division of General Motors, of 
which he was assistant advertis- 
ing manager. He joined GN&G in 
the same year as Mr. Newell, 1935, 
as director of merchandising. In 
1938 he was named Detroit mana- 
ger for the agency, and in 1940 
he became a v.p. 


@ There was great speculation 
about the accounts which Mr. 
Newell might logically bring from 
GN&G. And there was plenty of 
evidence that the agency execu- 
tives were busy nailing down all 
possible clients. 

For the record, the application 
of Lennen & Newell filed with the 
Secretary of State’s office in Al- 
bany shows merely that it was in- 
corporated on May 22. It has 200 
shares at no-par value, no offi- 
cers are listed, and no other capi- 
talization is given in the certifi- 
cate. 

There was equal speculation as 
to the future of some Lennen & 
Mitchell accounts, notably Tide 
Water Associated Oil Co., which 
Ray Vir Den, former L&M presi- 
dent, handled before assuming 
general management of the agen- 
cy. 

Mr. Vir Den, who shared the 
surprise of B. B. Gever at the 
new merger, will probably open 


B. B. Geyer 


Roy Vir Den 


an office at 270 Park Ave., to act 
as an advertising and public rela- 
tions consultant. 


s Mr. Vir Den, always one of the 
plain-spoken admen, presided over 
a Dutch Treat Club lunch on the 
day the newspapers carried the 
news of his “resignation.” “Now I 
know how MacArthur felt,” he 
cracked. 

He had spent 22 years with Len- 
nen & Mitchell, joining after a 
career in Wall St. He became a 
v.p. and in 1946 he rode out a re- 
organization of the agency which 


| made him executive v.p. and gen- 


eral manager, and Robert W. Orr 
Ist v.p. Shortly thereafter, Mr. 


Orr left Lennen & Mitchell to set 
up his own agency, taking with 
him the Jergens and Schiaparelli 
accounts. 

At this point, it was Mr. Vir Den 
who insisted on rejecting a pro- 
posed merger of the agency with 
Ruthrauff & Ryan. Despite the 
loss of Jergens, then the largest ac- 
count in the agency, L&M made 
more profit in the following year 
And Vir Den became an outstand- 
ing advocate of the business-like 
approach to advertising. 

In April of 1947 he was elected 
president, and Philip W. Lennen 
became chairman of the board— 
the same post he will hold in Len- 
nen & Newell. 


@ Mr. Lennen has a reputation as 
one of advertising’s great creative 
men, a reputation carved out in 
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the early days under Claude Hop- 
kins, later as advertising manager 
of Royal Tailors, and with Er- 
win, Wasey & Co., from which he 
broke in 1924 to set up shop with 
the late Jack Mitchell. 

L&M (whose corporate entity 
will gradually disappear during 
the year as its holdings are liqui- 
dated) flashed into the forefront 
of advertising agencies with an 
incredible new business drive 
relying on the Lennen copy crafts- 
manship and Mr. Mitchell's rap- 
id-fire selling. In three years it 
pitched 13 presentations, attracted 
12 clients. Six years after the two 
men opened up shop in New York, 
they had $12,000,000 in annual 
billing. 

In 1947, in reviewing Mr. Len- 
nen’s career—he is now 65—AA 
figured he had worked on $150,- 
000,000 in copy during the 22 years 
when the agency was averaging 
$11,000,000 a year in billing. 


8 What puzzled advertising ob- 
servers was his decision to merge 
with Mr. Newell, after 22 years as 
a spectacular lone operator in the 
agency business. Most guesses 
pointed at P. Lorillard Co., whose 
new president, Robert M. Ganger, 
was a former partner of Newell's, 
as influencing Lennen’s decision 
The official explanation is that 
the agency was slated to become 
big, that Lennen was convinced 
that the agency of the future was 
a big agency—a theory diametric- 
ally opposed to his practice for 
the last 20 years. i 


+ yp ate 


FTC Names Lawyer 
to Replace Ayres 


WASHINGTON, May 28-——Albert 
Carretta was appointed today 
the fifth member of the Feder 
Trade Commission. : 

He will fill the unexpired seven 


year term of the late William 
yas appointed Se 
x 


erm 


Ayres, who 
26, 1947 
At present, Mr. Carretta is pré 


tising law in Arlington, Va. } 
is a former government employ 
4 


Parker Pen Co. Elects 
Bruce Jetfris President 


ville, Wis., succeeding Kenne 
Parker, who has 
been made board 
chairman. Mr. 
Jeffris was v.p.- 
treasurer 

Daniel Parker, 
secretary, has 
been advanced to 
executive v.p. 
and G. Earl Best, 
assistant treasur- 
er, to secretary- 
treasurer. Maur- 
ice L. Weirick 
has been named 
assistant treasurer. All other of- 
ficers remain the same. Both Mr 
Parker and Mr. Jeffris have been 
with the company for more than 
33 vears 


Bruce M. Jeffris has been elect 
president of Parker Pen Co., Jane 


7) 
Bruce M. 


Jeftris 


Celanese Shifts Dempewolff 
to New Development Work 

Celanese Corp. of America has 
placed Albert S. Dempewolff, for- 
merly director of advertising and 
sales promotion, in charge of the 
market development department o 
its new textile division. K. C 
Loughlin, v.p.. has been named 
general sales manager of the divi- 
sion. 

Appointment of a new ad man- 
ager will not be made for several 
weeks, AA was told. Morris B 
Mines, assistant ad manager, will 
take over temporarily. Ellington & 
Co. is the agency. 


Miller Buys Galena Paper 


Peter Miller, publisher of the 
News-Tribune, La Salle, Ill., has 
purchased the 118-year-old Ga- 
zette, Galena, Ill, from Harriett 
Grim. Mr. Miller’s brother, Fred- 
erick C., has been named general 


manager of the Gazette. 
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SEE WHY.... 


“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE” 
THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
NATIONALLY REPRESENTED BY 


SEND FOR OUR UP-TO-DATE 
1952 EDITION OF THE 


STORY OF BAYONNE 


Chlorophyll Dentifrices 


(Continued from Page 51) 

The last remark—about the rack 
jobber—refers to a relatively new 
development which is fast picking 
up speed and which probably will 
hasten the demise of many minor 
brands of toothpaste. 

At the present time, there are 
about 150 rack jobbers in the coun- 
try, the largest of which is Handy 
Spot in California, which services 
2,200 markets in the Los Angeles 
area and about 800 around San 
Francisco 

Handy Spot owns all racks it in- 
stalls in food stores. It selects the 
drug items for the racks and main- 
tains stocks. The retailer sells the 
merchandise and is then billed at 
a discount, so that Handy Spot re- 
tains a small margin. 


@ The Handy Spot organization 
considers itself a retailer and ad- 
vertises as such (through the May- 
ers Co.). While it does not ser- 


BOGNER & MARTIN vice Safeway or Ralphs stores, it 


4 ~ 
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IT IDENTIFIES YOUR 

EXECUTIVE PERSONNEL 
Printing the names ond titles of execu 
tives on your letterhead adds authority 
to correspondence. 


does supply most of the remaining 
chains. 

The organization contends that, 
for a retailer, a drug department 
usually requires more time and 
labor than its size and importance 
warrant. In addition, the retailer 
often is talked into stocking items 
that don’t sell. 

Handy Spot pitches the idea that 
it orders, services, dusts, prices 
and takes care of the entire de- 
partment. The retailer only has to 
ring up the sale and take his prof- 
it. Handy Spot—and the other rack 
jobbers—concentrate on the fast 
sellers. When an item doesn’t move 
it’s taken off the shelf. 


® The largest rack holds only 450- 
500 items. There is no room for 
merchandise that doesn’t move 
profitably. Thus, the established 
policy is to wait until a new item 
proves itself before stocking it, al- 
though new items sometimes are 
stocked in test locations. 


a 
Yous company 


IT IDENTIFIES YOUR 

PLANT OR OFFICES 
Company responsibility can often be 
expressed by printing a picture of plant 
or offices on the letterhead. 


The basic types of institutional letterheads j 


are shown, with type and production spe- 


cifications, in the Neenah Test Kit of 24 


rs. basic letterhead treatments enclosed in the 


$e portfolio, The Psychology of Business Impres- 


sion. This portfolio has been read by thou- 


throughout 


their letterhead preferences in the Neenah 


,s the coupon below, sign your name, 


and attach to your letterhead. 


COURTESY COUPON 


ri 

a , p 

Piya? CT] The Psychol gy of Business Im- 
pression, Letterhead Test hit, and 


Opinion ¢ wds. 


TC) 3 Aevs to selection and use of Neenah Thin 
aR apers, a portfolio of samples with ideas for 
effective use of thin papers. 


sands of business and professional men 


America who have registered 


Letterhead 


for a free copy of this portfolio. Simply check 


SIGNATURE 


are invited to write 


AI 
NEENAH PAPER COMPANY, Neenah, Wisconsin 


NEENAH 
PAPERS 


i Your Letterhead IS PART OF YOUR 
INSTITUTIONAL PROGRAM 


iT IDENTIFIES 

AGE AND RESPONSIBILITY 
if your company is long established, 
the founding date printed on your letter- 
head has important institutional valve. 


THIN 


At the present time, Handy Spot 
carries eight dentifrices, three of 
which are chlorophylls—Chloro- 
dent, Colgate and Ipana. Chloro- 
dent currently is the best seller. 
Even though they still are new, the 
chlorophyll dentifrices now are do- 
ing better on the racks than the 
ammoniated products did at the 
peak of their popularity. 

Rack jobbing is most popular in 
the West and Southwest—least 
popular in the East and Northeast. 
The drug houses are watching the 
rack jobbers closely because their 
sales are headed upward. 
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To date, the drug houses appar- 
ently are powerless to control the 
brands used, At some future time, 
however, the big drug houses may 
decide to bypass the jobber and 
take over the rack operation, thus 
regaining control over distribution 
of their own products. 

If this should happen, the rack- 
men can be expected to go after 
individual druggists and grocers. 
Such a move could sound the death 
knell of the brands which now may 
sit on the druggist’s shelf for a 
year or so and which account for 
a small portion of the market. 


Who Buys Dentifrices? 


Who buys how mucH of what 
kind of dentifrice how often and 
where? 

The total dentifrice market in 
the U.S. is somewhere between 
$100,000,000 and $125,000,000. Be- 
tween $85,000,000 and $90,000,000 
of this figure represents the home 
market. Breakdowns on how this 
money is spent have much signifi- 
cance to the toothpaste advertiser. 

In 1948, Industrial Surveys Co. 
did a comprehensive study of the 
toothpaste market. With the pos- 
sible exception of the entry of the 
chlorophylls, nothing has happened 
since which would appreciably 
change the habits. And the impact 
of the chlorophylls is not old 
enough to show any lasting signifi- 
cance. Here are some of the high- 
lights of the survey: 


@ A breakdown by non-buyers, 
light buyers, moderately light 
buyers, moderately heavy buyers 
and heavy buyers showed that 
19% of the families surveyed 
bought no dentifrice at all, and 
21% were light buyers. The re- 
maining 60% of the families were 
divided evenly between the last 
three groups. 

About 80% of the toothpaste 
dollar volume came from the mod- 
erately heavy and heavy buyers of 
toothpaste. Heavy buyers, with 
about 14 tube purchases yearly, 
bought about twice as much as the 
moderately heavy buyers and ap- 
proximately five times more than 
the light and moderately light 
buyers. 


@ Are there any differences be- 
tween the heavy and light buyers 
by occupation, size of family or 


number of children in family? 
Here are some of the findings: 

1. In 1948, slightly more than 
half of the heavy toothpaste buy- 
ing families were professionals or 
executives. Slightly less than half 
were engaged in clerical, sales 
and service occupations. 

2. If they had no children, only 
one-third of the families were 
heavy toothpaste buyers. They be- 
came medium buyers if they had 
children between six and 12 years, 
and slightly more than half the 
families became heavy buyers if 
they had teen-age children. 

3. Breakdowns by family size 
indicated that the percentage of 
heavy buying families increased 
in direct proportion to family size. 
Less than one-third of one- and 
two-member families were heavy 
buyers. The percentage rose ac- 
cording to family sizes until it 
reached families of six members 
or more. In this group, slightly less 
than half were heavy buyers, 


s A toothpaste advertiser, working 
from these figures, would get his 
best return by advertising to pro- 
fessional-executive families with 
teen-age children. He would fare 
worst with his advertising dollar 
trying to sell farm families of 
which only one-quarter are heavy 
toothpaste users. 

Adolescents play a big role in 
whether or not a family uses much 
or little dentifrice. (The fact that 
Colgate Ribbon Dental Cream, the 
leading toothpaste, is a heavy user 
of comic strip advertising, indi- 
cates their cognizance.) 

The survey showed that some 
15% of high school and college 
graduates never buy a dentifrice. 
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Chances are that many of these 
people use home preparations, al- 
though there is no statistical evi- 
dence. 


= Where do people buy their denti- 
frices? Indications are that there 
is a big movement to grocery out- 
lets. Supermarkets usually stock 
one to five brands and their dollar 
volume is comparatively small, but 
surveys show that this volume is 
rising. 

At the same time, dollar volume 
in drug stores, which usually stock 
upwards of a dozen brands, is fall- 
ing. It would seem that druggists 
need supermarket selling tech- 
niques, 

Industrial Surveys Co. has just 
completed a soon-to-be-released 
report, through its 4,300-family 
National Consumer Panel, on 
where dentifrice sales are made. 
The report gives the average esti- 
mated amounts of sales during 
January and February in five 
types of outlets. The figures are: 


Chain drug 

Independent drug . $124 
Chain food $213 
Independent food $12.20 
Variety stores ......... $133 


The $12.20 figure for i liaidiial 
ent food outlets should not be 
taken as an indication of the total 
volume because there are well over 
407,000 independent food stores in 
the country as opposed to approxi- 
mately 27,000 chain food outlets. 


s During the last quarter of 1951, 
a breakdown in sales by type of 
outlet showed that drug stores were 
doing about 41% of the total den- 
tifrice sales; food stores, 37%; 
variety stores, 12%, and depart- 
ment and general stores, 6% (all 
others, 4%). Estimates vary widely, 
but industry sources guess that 
Sears and Montgomery Ward ac- 
count for about 3% of the business. 

However, the outlet volume 
changes by region. In the Far West, 
drug stores do 44%, food stores 
41%. In the Southwest, the split 
is drug stores 22% and food stores 
60%. In the South, drug stores have 
33%, food stores 45%. In the Mid- 
west, drug stores have 38%, food 
stores 37%. Mid-Atlantic drug 
stores have 50%, food stores 25%. 
In the Northeast, drug stores have 
50% and food stores, 23%. 


@ What types of dentifrices are 
bought? Figures show that almost 
87% of all dentifrice purchases are 
pastes, 12% are powders and less 
than one-half of 1% are liquids. 
Further breakdowns show that 
regular toothpastes are bought by 
about 78%, ammoniateds by 20% 
and chlorophylls, liquids and peni- 
cillins by about 2%. When these 
statistics were compiled, Rystan’s 
Chloresium and Lever Bros.’ 
Chlorodent were just about the 
only chlerophylls on the market. 

(It seems reasonable to assume 
that the chlorophylls nationally 
now account for perhaps 15% of 
total sales. However, the dentifrice 
market is rapidly expanding and 
other leading brands may not have 
felt the full impact because of this 
expansion.) 

There are approximately 150 
brands of toothpaste on the market 
today, but four companies ac- 
counted for about three-quarters 
of the market in 1951—Colgate- 
Palmolive-Peet Co., Lever Bros. 
Co. (Pepsodent), Bristol-Myers 
(Ipana) and Amm-i-dent Inc. 

Colgate ribbon dental cream—in 
the opinion of the industry—has 
about 40% of the total market and 
well over half of the plain tooth- 
paste market. The other three 
companies divided some 35% of 
the market between them. Ipana 
and Amm-i-dent were probably 
even in their share with Pepso- 
dent probably slightly ahead. (It 
should be noted that Amm-i-dent 
was in the midst of its $2,000,000 
three-month campaign when the 
survey was made.) 

Evidence indicates that the turn- 


over in brand loyalty is tremen- 
dous—all the more reason for large 
dentifrice advertising budgets. 
One recent study found that, in 
the second year, four out of ten of 
the original customers did not buy 
even one tube of the brand they 
had bought the previous year. By 
the third year, six out of ten were 
no longer using the same brand. 


Technical Admen Elect 

Harold A. Beaudoin, advertis- 
ing and sales promotion manager 
of the apparatus department of 
General Electric Co., has been 
elected president of the Boston 
Technical Advertising Assn. Other 
officers elected are Edward W. 
Farmer, advertising manager of 
Bay State Abrasives Co., v.p.; Er- 
nest C. Clark Jr., account execu- 
tive with Henry A. Loudon Ad- 
vertising, secretary, and George F. 
McRoberts, advertising manager of 
Whiting Machine Works, treasurer. 


Sacks to ‘Family Circle’ 

George Sacks, formerly with 
Stewart-Douglass Associates, has 
been named research analyst by 
Family Circle. 


Klein to Avon Publishing Co. 


Frederick A. Klein, formerly cir- 
culation director of Breskin Pub- 
lications, New York, publisher of 
Modern Plastics, Modern Packag- 
ing, and others, has been named 
circulation director of Avon Pub- 
lishing Co., New York publisher of 
Avon and Eton pocket-size books 
and the Avon line of illustrated 
magazines. He will direct the com- 
pany’s total sales activities. 


Names Wolcott & Associates 

The California Osteopathic Assn. 
has named Wolcott & Associates, 
Los Angeles, to organize and direct 
a statewide public relations pro- 
gram. Purpose of the program is 
to further public knowledge of 
the osteopathic profession and to 
acquaint the general public with 
the activities of the College of 
Osteopathic Physicians and Sur- 
geons in Los Angeles. 


High POT: 


At Low oPO You'll Like 


with our 


With our 35 years experience . . . 
highly trained staff . . . our complete labo- 
ratory and latest equipment, we produce 
quality TV spots, show openings, etc., at a 
price lower than anyone else can touch. 


Send us your copy for estimate 


FILMACK STUDIOS 


1335 S. Wabash Chicago 5, Ill. 


FARM FAMILY—New multi-plane window 
displays for Seabrook feature the line, 
“We Grow Our Own,” since the com- 
pany is still pretty much a “family-farm- 
er” arrangement under leadership of 
founder Charles F. Seabrook. This point 
of sale material is by Einson-Freeman. 
Seabrook’s agency is Hilton & Riggio, 
New York. 


Cut Costs On 


TV Commercials, 


49.9 Good. 


You’ve shown the same ad to the client three 
times. The copy 
to the campaign. 
You’ve re-written the headline and changed the 
*ve taken out the man and put 
in a woman. Taken out the girl and substituted 
a boy. And still the client says “it’s an alright 
ad—but it doesn’t do anything to me!” 


illustration. You 


Closing dates are pushing you. What do you 
do next? That's easy! 
GLO Daylight Fluorescent colors, the Bright- 
est Colors in the World! 


Call your DAY- 
him show you how really different your ads 
can look —super-bright DAY-GLO inserts for 
your magazine and trade schedule, eye-catch- 


ing DAY-GLO 


tomer-stopping DAY-GLO twenty-four sheets, 
car cards and dashes. 


is right and the ad is vital 


Make with the DAY- 


GLO Color Consultant. Let 


point of sale material. cus- 


What happens then? The client takes one look 
—speaks—and you hear the sweetest music this 


side of heaven — 


oP ERE TSE 


We’ 
in PRINTERS’ INK, ADVERTISING AGE, 


SWITZ ER BROTHERS, INC. 


4732 ST. CLAIR AVENUE 
CLEVELAND 3, OHIO 


G [7 i SIGNS OF THE TIMES—every month. 


*M boy —now you're cooking!” 


re telling this story to your clients— 


ADVERTISING AGENCY and 
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LAWTER CHEMICALS, INC. 


3554 TOUHY AVENUE 


CHICAGO 45, ILLINOIS <3 
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Advertisers May Not Be Able to 
Take More Ad Rate Boosts: Apsey 


He reported that the business 
paper committee of the Four A’s 
has in preparation a new publica- 


(Continued from Page 1) 
sions, as do 100% of the members 


cae of NBP. 
Pes Mr. Gamble urged that high tion called “Suggestions for the 
: standards of agency recognition be Advancement of Business Paper 

maintained, and that the commis- Advertising.” which it is hoped 


will help advertising in the busi- 
ness paper field to grow in volume 
and effectiveness 


sion not be paid to agencies W hich 
are not independent of media and 
ae advertisers and do not have sound 
financial standing. He likewise 
urged the payment of 2% cash dis- 
counts as a contribution to prompt 
payment by advertisers and the 
financial stability of agencies 


e Still another agency speaker! 
who handled what Arthur F. King, 
King Publications, San Francisco, 
chairman of the session which 


THE KNOXVILLE JOURNAL 


ve KNOXVILLE, TENNESSEE 


Announces the appointment 


of 


= 


SCOLARO, MEEKER & SCOTT 


omg 


as National Advertising Representatives 


Effective July Ist, 1952 
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be, 
¥ : . . . . 
ae The Knoxville Journal is glad to join the list of great Ameri- 
2 P . . 
con newspapers now represented by this organization: 
¥ 
=T : The Baltimore Sun The Boston Globe 
< { : The Des Moines Register and Tribune 
=— - 
i | : Buffalo Courier-Express Minneapolis Star and Tribune 
: New York Herald Tribune St. Louis Globe-Democrat | 
‘i ' 
a ) Ohio State Journal | 
t 3 : Grit 
. | 
Te 


LEARN HOW 
YOU CAN GET 


MORE SALES 


FROM YOUR 


EXHIBITS 


1 CLIP THIS AD TO YOUR 
LETTERHEAD AND MAIL TO 


%-26 43rd Ave. Corona 68, 
TN. Y.  tinois 7.2002 


| Levegners and Builders of 
Laplays and Exhibils 


CORPORATION 


Send me: 


ILLUSTRATED “Hondbook of Sell 
ing in Three Dimensions.” 20 pages 
crommed with helpful information 
for your next trade show, conven- 
tion, sales meeting, etc. 


FULL DETAILS of how Ivel hos 
helped other firms solve exhibit prob- 
lems . . . end of how Ivel con help 
your firm get better exhibits. 
ILLUSTRATED STORY of amazing 
IVELPAK, the pre-fabricoted, easy- 
to-use exhibit which you can buy or 
rent at on important saving. 


Re eee ee oe es ee ee oe ee 


heard him, called a “hot potato,’ 
was Harold A. Wilt, director of the 
trade and technical media division 
J. Walter Thompson Co., whose 
subject was “The Need for a 
Single Audit Is Now.” 

Mr. Wilt referred to the increas- 
ing number of business publica- 
tions which have a combination of 
paid and controlled circulation, 
and the fact that neither ABC nor 
CCA audits supply full informa- 
tion on circulations of this type. 
He urged advertisers, agencies and 
publishers to continue to work to- 
ward single audit for business 
publications, regardless of the type 
of circulation, and reminded the 
audience that this idea has been 
approved by the National Indus- 
jtrial Advertisers Assn., Assn. of 
National Advertisers and the Four 


a 


| A’s 

| 

® Much of the conference was de- 

voted to the general subject of how 
business publishers can improve 
their service to readers and ad- 
vertisers. A panel discussion on 
this subject presented 

|} members of the three t. f. Clubs in 

New York, Cleveland and Chicago 
Their more than 500 members, rep- 
}resenting business publications of 
all types, were queried as to what 
| publishers can do to make space 
| selling easier, and the results of 
| this study were reported by 
eggs of the panel. A demand 
for more and better market re- 
search, more and better promotion 
and continued improvement of edi- 
torial content was evident in the 
replies. 

Those who participated in the 
panel discussion were Harold G 
Rowland, Steel. president 
|t.f. Club of Cleveland: Granville 
Fillmore, Modern Machine Shop, 
president of the Eastern t.f. Club, 
New York; George G. Turner, In- 


was 


by | 


of the) 


|dustrial Press, president of the 
| t.f. Club of Chicago; John E. Mac- 
| Arthur, Electric Light & Power.| 


v.p. of the tf. Club of Cleveland; 
William A. Wilson, Pit & Quarry. 
|v.p. of the Eastern t.f. Club, New 
York; and Malcolm M. Whitfield, 


fe 


lift your representatives out of the 
‘space peddiler’ class and equip 
them to do sound, constructive 
selling of industrial advertising.” 


® Sidney Dean, v.p. in charge of 
marketing services for McCann- 
Erickson, told the assembled pub- 
lishers that conventional market- 
ing yardsticks have been made ob- 
solete by the growth of bigger and 
more efficient production and dis- 
tribution organizations. 

Continued prosperity and stand- 
ards of living depend on improv- 
ing productivity of labor in pro- 
duction and marketing, he feels 
He indicated that the trend in in- 
dustry to stabilization of sales- 
men’s salaries has made all selling 
costs less adaptable to 
fluctuations. 

He urged that periodic market 
audits be made to insure that all 
marketing and selling efforts are 


| directed toward consuming groups 


and channels of distribution in pro- 
portion to their ability to produce 
planned volume and over-all profit 

He emphasized the role of the 
industriai and trade press in im- 
proving productivity. 

“Let other media determine their 
editorial policy by the greatest 
common denominator of mass 
reader audience,” Mr. Dean told 
NBP, “but business looks to its 
own press for leadership in ideas.” 


8 Before closing its session, the 
NBP passed the following resolu- 
tion: 

Resolved that it is the opinion of the 
National Business Publications in 
convention assembled to protest the ex 
travagances and wastes evidenced in 
operation of the Federal Government 
deplore the low standards which 
flected in the actions of the governmental 
departments and we further protest the 
seizure of the property of individuals 
without due process of law and we fur 
ther protest the granting of subsidies to 
any group and we further protest the de- 
struction of initiative in the development 


Inc 


and 


are re- 


of new industries through high and dup 
| licating taxes and further be it resolved 
that the National Business Publications 


| Hardware Age. v.p. of the t.f. Club! 


| of Chicago. Moderator of the panel 
was G. D. Crain Jr., publisher of 


the qualified media representative 
He deplored the use of the term 
“space peddler™ as not indicating 
the sort of job which good media 
representatives can do. In urging 
better training of salesmen, so that 
they can reflect market trends and 
product applications to advertis- 
ers, Mr. Apsey emphasized the job 
which manufacturers have to do 
in this field. 

“All of us who sell,” he said, 
“have had to undertake the organ- 
ization of elaborate sales training 
| programs We have been working 
}with less and experienced 
|men, and have to extend and in- 
tensifv the initial training periods 
to compensate for this lack of basic 
selling equipment. Wherever pos- 
sible, we start a new salesman not 
at selling, but at making and ser- 
vicing the products he will later 
sell. 


less 


@ “We use up-to-date visual aids 
in training our men, and see that 
| they have such aids for their own 
|} work, and we émphasize the para- 
| mount importance of product dem- 
lonstration as the most productive 
| selling technique 

“T feel that publishers, faced 
with the same problems of sales 
personnel and sales training, can 
improve the efficiency and the pro- 
| fessional standing of their media 
through a more realistic and prac- 
tical approach to selling techniques 
and the development of thorough 
jsales training programs that will 


| 


ADVERTISING AGF and Industrial 
Marketing 

8 Much of the discussion bv the 
advertising representatives was 
emphasized by Mr. Apsey in his} 
talk, which stressed the profes- 
sional character of the service of 


Inc. insists that the welfare of the country 


volume , 


Advertising Age, June 2, 1955 
FULTON OURSLER 
New York, May 28—Fulto 


Oursler, 59, author and senior edi 
tor of Reader’s Digest, died sud 
denly of a heart attack in hi 
apartment in the Navarro Hote 
here May 23. 

Born in Baltimore in 1893, M 
Oursler became a reporter on the 
Baltimore American. In 1918 he 
left the American to become man- 
aging editor of Music Trades, New 
York. 

In 1923, he was named editor- 
in-chief of Metropolitan Maga- 
zine. At that time he began to 
write novels, short stories and 
plays. Between 1931 and 1942 he 
was editor of Liberty. He was 
made a v.p. and editorial director 
of Macfadden Publications in 1941 

Mr. Oursler was appointed senior 
editor of Reader's Digest in 1944 
He also was editor and publisher 
of the Herald, Sandalwood, Mass., 
where he lived. 

Mr. Oursler achieved widest 
popularity with a number of books 
having a religious theme, includ- 
ing “The Greatest Story Ever 
Told” and “Three Things We Can 
Believe In.” 


WALTER EVANS 

BALTIMORE, May Walter 
Evans, 53, president of Westing- 
house Radio Stations Inc., died 
yesterday in Johns Hopkins Hos- 
pital after a long illness 

Joining Westinghouse 


29 


in 1921 


,as radio operator of the then new 


the | 


station, KYW, in Chicago, he was 
named chief engineer the next 
year, became general manager fou: 
years later and in 1932 was placed 


;in complete charge of all Westing- 


| 


depends on the speedy remedy of present | 


vitally 
welfare of 


tendencies which 
and moral 


destructive 
ffect the economic 
the United States 
The convention was the largest 
in the History of NBP, Russell L 


so 


| house 


Stations. In 1933 he 
sumed charge of all radio manu- 
facturing activities of the company 
as well as broadcasting. 

In 1936 he was elected a director 
of Westinghouse Radio Stations, 
became v.p. in °39, and was elected 
president in 1947. He was also a 
V.p. the parent Westinghouse 
Electric Corp 

He was a member of the Insti- 
tute of Radio Engineers, and a di- 
rector of Broadcast Music Inc., and 
Radio-Television Manufacturers 


as- 


of 


Putman, Putman Publishing Co..! accn 


president of the association, re- 


ported. with a registration just un- WATV Moves Transmitter 


der 200 


‘Gentleman’ Changes Format 


WATV, Newark, will move its 
transmitter from West Orange, 
N.J., to the Empire State Bldg. in 


Country Gentleman will switch | New York. All the New York TV 


to an 8!-x11” format size begin- | stations, 


ning with its February, 1953, issue 


except WOR-TV, have 
transmitters on top of the building. 


ane eee eeeee ses ee Se See 


SB Aulbards 
Ounce 

KITCHEN KUPBOARD 
A Syndicated Newspaper Column and Merchandising 
Service (Copyrighted) 


342 Grant Ave. * San Francisco * YU 2-4866 
or P.O. Box 4031, San Francisco 


ONLY Sounuie Hubbard * 


GIVES YOU THIS COVERAGE AND 
MERCHANDISING SUPPORT 


IN NORTHERN CALIFORNIA = 


Over 900,000 ABC 
Newspaper Circulation 
(67% coverage) Twice 
Monthly. 


Plus 


Merchandising Support 
by over 2000 Retail 
Food Stores 
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Sponsor Shuffling 
Keeps Things Busy 
on AM-TV Networks 


New York, May 29—Sponsor 
activity was lively, though by no 
means all on the credit side, at the 
vadio and television networks this 
week. 

General Foods Corp., which is 
dropping the Bert Parks daytime 
telecast (CBS) at the end of the 
current cycle, bought “Our Miss 
Brooks,” a radio situation comedy 
being adapted for video, for a fall 
premiere on CBS-TV. Young & 
Rubicam handled the daytime 
show and is the agency for the 
new nighttime package. 

Other developments at CBS-TV: 

Pepsodent division, Lever Bros 
Co. (McCann-Erickson), signed for 
two quarter-hours starting July 1 
at 7:45 p.m., EDT, for an unse-| 
lected variety show. This will fill | 
the time left vacant by Fatima’s| 
cancelation of “Stork Club.” As} 
of the same date, Pall Mall (Sul-| 
livan, Stauffer, Colwell & Bayles) 
will replace Columbia Records as | 
sponsor of the Tuesday and Thurs- | 
day telecast of Douglas Edwards’ | 
newscast 


® It was announced that the “Gar- 
ry Moore Show,” which has had 
some availabilities lately after a 
long record as a daytime best sell- 
er, will be cut back to 30 min- 


utes Monday through Friday in 
September to make room for 
Campbell Soup Co.’s new quiz, 


“Double or Nothing.” 

The Quiz Kids will be aired on 
alternate weeks over CBS-TV un- 
der the sponsorship of Cat’s Paw 
Rubber Co. beginning in Sep- 
tember. The time—Sundays at 
4 p.m., EDT—was bought through 
S. A. Levyne & Co. 

American Tobacco Co. (Batten, 
Barton, Durstine & Osborn) has 
bought the Thursday 9 p.m. spot 
on the network. The program has 
not yet been selected. Camel's 
“Man Against Crime” will be 
moved into another period to make 
room for the show. 

Simmons Co. has bought “It’s 
News to Me” on an alternate-week 
basis over CBS-TV, starting Oct. 
3 at 11:30 p.m., EST. Y&R is the 
agency. 


® If the Coca-Cola Co. and Bing 
Crosby come to terms on a fall 
contract, the singer will be pre- 
sented occasionally on video and 
weekly on radio—both CBS. This 
deal is nearing completion. D’Arcy 
Advertising Co. is the agency. 

In the cancelation column, Can- 
non Mills (Y&R) will discontinue 
“Give & Take” at the end of the 
current series. 

At NBC, cancelations came from 
Pet Milk Sales Corp. (Gardner 
Advertising) for one of radio’s 
perennial favorites, the “Fibber 
McGee & Molly Show,” and from 
Snowcrop Marketers (Maxon) as 
co-sponsor of the “All Star Re- 
vue” on TV. However, Pet Milk 
renewed as co-sponsor of the lat- 
ter. 


® Biggest blow of the week at 


| Sporting Goods 


American Broadcasting Co. came 
from Philip Morris & Co., which| 
has dropped its entire lineup of | 
daytime network radio. All were! 
ABC programs. The list: the 
Tuesday and Thursday broadcasts 
of “Break the Bank,” and “Against 
the Storm” and “Romance of Eve- 
lyn Winters,” both of which were}! 
five-a-week dramas. As of the} 
moment this will leave Cecil & 
Presbrey, which has handled Phil- 
ip Morris’ daytime radio account 
only, with no billings for the to- 
bacco company. 

Ozzie and Harriet Nelson also 
are losing their sponsor—H. J. 
Heinz Co. (Maxon) at the end of 
the current cycle. This is one of 
ABC’s stellar nighttime radio at- 
tractions 


WINNER—Milt Klein, president of Klein 


Inc., Chicago, stands 

with the Advertising Age trophy won ot 

the Agate Club of Chicago golf tourna 

ment May 23. The trophy at the left is 

for the 1952 golf championship of the 

Young President's Organization won last 
Morch at Boca Raton, Fla. 


Congress Talks “ 
About Newsprint; 
Takes No Action 


WASHINGTON, May 28—Congress 
fumed about the $10 hike in Ca- 
nadian newsprint prices this week, 
but appeared to be far from any 
useful action. 

The special House newsprint 
committee—which has been in ex- 
istence since 1942—had a closed- 
door hearing to discuss the possi- 
bility of additional newsprint pro- 
duction in the U. S. 

It did not report any success 

The House judiciary subcommit- 
tee on monopoly had a closed-door 
meeting with Price Chief Ellis 
Arnall and officials of the NPA 
and the Justice and State Depart- 
ments. 


@ Mr. Arnall reportedly said he is 
helpless. 

He said his only weapon would 
be a ceiling on imported news- 
print, but that publishers affected 
by an action of this kind would 
merely reduce the amount of news- 
print available. 


Four More Canadian 
Mills Jack Prices 
on U.S. Newsprint 


New York, May 28—Four more 
Canadian newsprint mills have 
raised their prices on newsprint 
$10 a ton, effective June 15. These 
are Anglo-Newfoundland Devel- 
opment Co., Great Lakes Paper Co., 
St. Lawrence Paper Co. and Price 
Bros. & Co. 

This makes a total of eight ma- 
jor producers to date that have 
hiked prices on newsprint to $126 
a ton, delivered in New York. The 
others reported a week ago (AA, 
May 26) were Abitibi, Anglo-Ca- 
nadian, Consolidated, and Powell 
River. 

Together, these eight mills have 
an estimated production capacity 
of 3,318,228 tons of newsprint an- 
nually out of the estimated total 
Canadian newsprint mill capacity | 
of 5,545,000 tons. 

@ The market for spot sales of 
newsprint in the so-called black 
market is dull to the point of 
apathy. A year ago it was boom- 
ing with a high price of $245 a 
ton reported for 60- to 90-day de- 
liveries, Today, a deal was re- 
ported on 1,000 tons for export at 
$135 a ton, delivered in New York 
within 30 days. Some brokers, 


however, are understood to be de- | 
manding $142 a ton for spot de- 
liveries, a rise of $7 a ton over 
recent quotations 


Last Minute News Flashes 


Schieffelin & Co. Names Abbott Kimball 
New York, May 29—Schieffelin & Co. has appointed the Abbott Kim- 
ball Co. to handle advertising, publicity and promotion for its labora- 


tory division, which includes Almay 


cosmetics, Crown Lavender smell- 


ing salts and Vernax furniture cream. The agency already handles the 
liquor division. Cowan & Dengler is the previous agency for Almay 
and Crown. Vernax advertising was placed direct. 


Ross Roy Wins Servel Air Conditioning Business 


EVANSVILLE, IND., May 29—-Servel Inc. will announce Monday that 
Ross Roy Inc., Detroit, has been named to handle advertising for its 
air conditioning division. Servel recently named Hicks & Greist, New 


York, to handle its appliances (AA, 


| Pepsi Will Launch Summer Spot Radio Drive 


May 19). 


New York, May 2f—Pepsi-Cola Co, is expected to get its summer 
advertising rolling shortly with a\‘major radio spot campaign in 25 to 


30 markets. TV chain breaks also 
Biow Co. is the agency. 


will be used in about five cities. 


Home Movie Suppliers Plan Joint Fall Campaign 


New York, May 29 


Melton Movie Viewer Inc. and Castle Films, 


subsidiary of United World Film Co., will offer this fall a combined 
special take-home movie carton, containing a Melton movie projector 
and a variety of Castle films at $46.80 for 8mm. films and $53.10 for 
16 mm. assortments. The companies will advertise jointly starting in 


September issues of Collier’s, Esquire, Life, Look and Popular Science, | 


lus several business magazines. Monroe Greenthal Co, is the agency. 
p & genc) 


3-Man Administrative Group Named by D’Arcy 
New YorK, May 29—D’Arcy Advertising Co., with four accounts 
and 34 people from Federal Advertising, has named a three-man ad- 


ministrative committee which will 


be responsible for all decisions on 


management policy affecting the New York operation. Members are 


John Young Brown, chairman; 


Kenneth 


W. Plumb, and John B. 


Morse. A plans board which will serve as an agency team on all ad 
campaigns and problems of clients served by the New York office 
will be headed by Gordon E. Hyde, formerly with Federal. Members in- 


clude Mr. Brown, 


Mr. Plumb, Mr. 


Morse, Paul Louis, Jamie T. Ir- 


vine, Douglas Boyd and Frank S. Ott. 


Lever Shifts Barnett: Other Late News 


e Lever Bros, this week centralized some of its media and program- 
ming operations, It promoted James A. Barnett, formerly ad and pro- 


motion v.p 
to consumer relations v.p 
advertising manager, 


in charge of soap, detergent and shortening advertising, 
ana board member. M. J. Roche, general 
will continue in the same capacity for the newly 


organized advertising services division. J. L. Dampier, formerly sales 


v.p., has been named marketing v.p. 


of the new division. 


e F. Jacobson & Sons for Jayson shirts, is using color pages in Esquire, 


Nov. 7; The Saturday Evening Post, 


Nov. 19, and Life, Dec. 5, featuring 


only a feminine eye, a pair of lips and the copy line “I’ve got my eye 


on the man who wears Jayson.” 


(See earlier story, Page 3.) 


e A national audience study covering Beiter Homes & Gardens, Col- 
lier’s, Good Housekeeping, Ladies’ Home Journal, Life, Look, McCall's, 
The Saturday Evening Post and Woman’s Home Companion, has been 


completed by Crossley Inc., under Look’s sponsorship. It is said to give} 
more information on magazine audiences and duplication than any | 
previous study. The magazines had a combined average circulation ot | 
35,000,000 copies per issue during the first quarter ot 1952 and car-| 


ried $260,000,000 in advertising volume in 1951. 


Toni Co. Gives Prom 
and Don Nathanson 
to Weiss & Geller 


Cuicaco. May 28—The Prom 
part of Toni Co. advertising will go 
to Weiss & Geller on Aug. 1 

Effective at once, Don Nathan- 
son, Toni’s director of advertis- 
ing since 1947, 
becomes a. V.p. 
and principal of 
Weiss & Geller. 
He will handle 
the Prom ac- 
count. 

The billings 
loser in this move 
is Foote, Cone & 
Belding, which 
continues to han- 
dle Toni home 
permanent, Ton- 
| ette children’s wave and Toni 
|Creme shampoo, Tatham-Laird is 
| agency for White Rain liquid 
| Shampoo and Toni and Tame hair 
| rinses. 
| (Toni Ce., which is a division of 
| Gillette Co., reportedly has also 
| picked an agency for another 
product that will bow in a few 
weeks. This may be the revived 
Bobbi, the pin-curl wave which 
Toni tried marketing for a while 
about two years ago.) 


| 


Don Nathanson 


@ The decision to have separate 
agencies handle Toni and Prom 
home permanents was take 
months ago. Toni executives bee 
lieve advertising of the two should 
be as competitive as the products 
are themselves. As with Bobbi, 
previously, Prom packages have 
never borne the Toni name. i 
Toni Co. announced last Janes 
uary that it has set up a $12,000,« 
000 ad budget (not all commise 
sionable). Spokesmen say they 
actually do not know how much 
‘52 billing Prom represents. If 
probably exceeds $2,000,000, hows 
ever, for the year-old product 
strongly challenges the leader To 
itself—and Procter & Gamble’s Lil 
—for top sales position nationally, 
This year, Prom has been pro 
moted (sometimes with Whit 
Rain) on its own radio and TV 
shows, including “Stop the Music," 
“Crime Photographer” and “Gran 
| Central Station,” and it has ha 
much newspaper support. Ton 
and Tonette are frequently adver 
tised together, but Prom and Tonk 


e@ Nursing Research, a new quarterly, will bow this month with ini-| never. 


tial paid circulation of 10,000. 


Published 


by American Journal of 


Nursing Co., New York, publisher of Journal of Nursing, the new|® (Curiously, Tonette is a lot like 
publication will carry no advertising in its first issue but plans a Prom. Neither requires a separate 
combined rate with the Journal of Nursing. Walter Slack is advertis- | Step to neutralize the hair, where- 


ing manager. 


as Toni does. The new Toni Trio 
| not only has three lotions for three 


e@ Adam Hat Stores, New York (Hirshon-Garfield), will make a bid) types of hair, as Prom does, but it 
for Father’s Day sales in a saturation radio-TV drive, running June also, since last February, has had 
5-13. Video will be used in New York only with programs and spots} Priceless Pink. This holds the set 
on WNBT. Radio spots and participations are set for eight major cities.|of a Toni wave for a week or 


e General Tire & Rubber Co., Akron, has bought nationwide NBC} 


rights to broadeast the National Open Golf Tournament June 12-14 
in Dallas. The agency is D’Arcy Advertising Co., Cleveland. 


Motion Pictures 
Free Too, High | 


Court Declares 


WASHINGTON, May 28—The Su-| 
preme Court today added the mo- 
tion picture to the media of in- 
formation covered by the Consti- 
tution’s guarantee of freedom of 
expression. 

In outlawing a New York statute 
refusing licenses to “sacrilegious” 
motion pictures, the court said the 
fact that motion pictures are pro- 
duced, distributed and exhibited 
for private profit does not deprive 
them of the protection of the First 
Amendment 

The case involved New York 
state’s refusal of a license for a 
portion of the film “Way of Love,” 
on the ground that it was sacri- 
legious. The court said this was 


not a proper basis for censorship 


Anti-Trust Charge Hurled 
at McKesson & Robbins 


The Justice Department last 


week charged McKesson & Robbins | 


with violating the anti-trust laws, 
by conspiring to fix the resale 
prices of its branded line of drugs. 


The price restraint occurs, the gov- | 


ernment says, because McKesson 
wholesales its products in compe- 
tition with other wholesalers who 
also handle the company’s drugs, 
cosmetics and toilet products. 
McKesson & Robbins refuses to 
sell merchandise to competing 
wholesalers unless they agree to 
respect the fair trade price, the 
Justice Department contends. A 
spokesman for the company said 
that about $700,000 of the com- 
pany’s $11,000,000 in sales is de- 
rived from competing wholesalers. 


Sets Golf Outing Date 

The Chicago Dotted Line Club 
will hold its annual golf outing at 
the Rolling Green Country Club 
in Arlington Heights, IL, on Fri- 
day, June 13 


more.) 

No one has yet been named to 
| sueceed Mr. Nathanson as director 
|of Toni Co. advertising. R. N. W 
| Harris, president, is understood to 
| be taking a more active part in the 

ad picture—for the time being, at 
least. No changes are contemplated 
in the sales end of the business 


@ Mr. Nathanson at one time had 
his own agency, D. S. Manson Co., 
in Minneapolis. He also once pub- 
lished a trade publication, Radiv 
Showmanship. In 1947 he served 
as a consultant to Toni for a brief 
period and then came into Ton) 
as ad chief. He is credited with 
building “This Is Nora Drake” in- 
to a top-ranking daytime serial 
show and developing other radio 
and TV shows for the company 


Krotsky Writes Cook Book 

“The Gardener's Cookbook" is 
the title of a 150-page book written 
by Jean Krofsky, editor of the 
“Eastern States Servicer,’’ house 
magazine of the Eastern States 
Farmers’ Exchange. The volume, 
published by Thomas Y. Crowell 
Co., gives recipes for preparing 31 
vegetables 
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Pet Health Aid Sales Climb 
Reaching $52,350,000 in 1951, 
sales of livestock, poultry and pet 
health aids hit an all-time high, 
according to a survey just com- 
pleted by Drug Topics. The study 


reveals that drug stores remain the 
major retail outlet for these prod- 
ucts, accounting for 32% of the 
sales of livestock preparations; 


28% of the sales of poultry prep- 
arations, and 74% of the sales of 
pet health aids. 


20,000 WORTH 
of art and layout 
_ material for only 


‘lig $180! 
CLIPPER 
Multi-Ad Services, lnc. 
105 Walnut, Peoria, Ill. 


Along the Media Path 


e McCall's, Charm and Seventeen 
all claim advertising gains. Mc- 
Call’s reports a total of 1,208 col- 
umns for the first four months of 
1952—a 6% gain over 1951; Charm 


_\says its May issue of 125 ad pages 


lleads all other fashion magazines, 
jand Seventeen says its May issue 
lof 126 ad pages and 85,621 lines 
leads all publications in the wom- 
en’s field. 


e “The Miracle of the Ohio Val- 
ley” is a new pictorial book serv- 
ing as a business pitch for Smoot 
Advertising Co., outdoor poster 
plant with offices in Parkersburg 


THE CREATIVE ART SERVICE 


and Huntington, W. Va. Lavishly 


INC. 


America’s 


FINEST 


CHICAGO 1 


printed, the book concentrates on 
the $750,000,000 industrial devel- 
opment in the valley. 


e Industrial Equipment News, 
product information paper, has 
started its 20th year of publishing. 
The first issue, back in 1933, listed 
114 items under 96 subjects; the 
current issue has 1,200 items under 
500 subjects. The first issue open 
to advertisers carried 30 ads; the 
current issue has 870. 


e The Alfred I. DuPont awards 
for outstanding service to the 
American public went to WEEI, 
Boston, WCAU and WCAU-TV, 
Philadelphia, and JosephC. Harsch, 
Christian Science Monitor—cor- 
respondent and commentator for 
\the People’s Broadcasting Corp. 


le The Manila Daily Bulletin pub- 
lished a 200-page edition to cele- 
brate its 52nd anniversary and sent 
some 2,000 copies to business men, 
editors and government officials 
in the U. S. The issue presents up- 
to-date information on the Philip- 
pines, now an independent nation. 


e Metropolitan Sunday Newspa- 
pers Inc. tells the metro comics 
sales story in a new vest-pocket 
size booklet which will be distrib- 
uted after film showings and 
through direct mail. 
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TIME titernational = 


The importent Magazine Everywhere 


FIRST TIME—The Milwaukee Journal carried this ad for Time International on May 
19. The first such ad run by Time International, the magazine may do the same thing 
in other cities. Young & Rubicam is the agency. 


e ABC is expanding its television scheduled test campaigns in the 
facilities on the West Coast. The| Free Press, which in turn gives 
network added two downtown stu- each advertiser display space in the 
dios for KGO-TV in San Francisco window of the Free Press Bldg. 
and is adding 13,000 square feet 

of building space to its television |® The largest newspapers over 
center in Hollywood. |published in the state of Virginia 
7 was put out by the Norfolk Ledger- 
e Test campaigns are bustin’ out| Dispatch on May 21. The 276-page 
all over in London, Canada, ac-|Progress edition was keyed to the 
cording to the London Free Press.|opening of a $23,000,000 tunnel 
Here is a partial list of products|and bridge linking Norfolk with 
that either have recently been, or | Portsmouth. Distributed for the 
are about to be, tested in this west-|regular 5¢ price, the issue carried 
ern Ontario market: Silvikrin, a 450,600 ad lines. 

British hair product; a dog food; 

a new style brassiere; a German'\e Big talk from Texas: KEYL, 
hair preparation, and a new Bri- San Antonio, says it will be the 
tish cigaret made in England for most powerful TV station in the 
the Canadian market. Manufac- state when its 101’ six-bay antenna 
turers of these items have all goes into operation this summer. 


Advertising Age 


Move in the Right Direction 


In AA's Jan. 14 issue, we reported that the average adman— 


This editorial moved us — 


as revealed by obituary notices—dies at 57. The report excited a 
good deal of comment, since it indicated that advertising men live 
shorter lives than other Americans, by about ten years. 

It is interesting to note that some remedial action is taking place, 
however. In New York, two affiliated foundations—the Madison 
Foundation for Biochemical Research and the Fanny Markel Medical 
Group—have announced a group plan for yearly diagnoses of execu- 
tives. The foundations are not specifically aimed at admen, of course, 
but we gather that they believe advertising groups ought to be es- 
pecially interested. 

The service consists of a round of standard laboratory tests and a 
physical examination, plus additional tests where indicated. The med- 
ical staff, now consisting of 14 physicians in all branches of medicine, 
reviews the findings in each case before the report on the individual 
is sent to his physician. The foundation doesn’t treat patients. The fee 
is $75, which includes all medical and laboratory services required. 

We are told that the foundation and the affiliate medical group con- 
stitute the only private, non-charity or non-membership diagnostic 
clinic in the city. We aren't experts in the medical field, and we don’t 
intend to carry the torch for any particular group. But we do believe 
that yearly checkups are a good idea, and that the advertising busi- 
ness ought to be particularly interested—from a purely selfish view- 
point. 


May 5, 1952 


in the right direction. . . 


We think diagnostic medical care ts 
such a good idea that we're doing 
something about it in our own agency 


We have, therefore, arranged to 
have the Fanny Markel Medical 
Group provide complete, regular 
check-ups to our executive personnel. 


HIRSHON-GARFIELD, INC. 


745 Fifth Ave., New York, N. Y. 


The antenna, which is being made 
by General Electric, will put the 
station in the 35,000-watt class. It 
will be erected on a new 76’ tower 
atop the city’s Transit Tower. 


Milwaukee Adwomen Elect 


Mrs. Maitland Truby of the Mil- 
waukee Sentinel has been elected 
president of the Milwaukee Wo- 
men’s Advertising Club. Other of- 
ficers elected are Loretta Fox, Falk 
Corp., v.p.; Frances Haggerty, 
WISN, treasurer; Lorry Lesener, 
an advertising counselor, recording 
secretary, and Mrs. Irene Liss, Re- 
sort Management, corresponding 
secretary. 


Parrild to Schwartzman 


Sven Parrild, formerly adver- 
tising and sales promotion man- 
ager for Scandinavian Airlines 
System in this country and previ- 
ously overseas advertising man- 
ager at SAS headquarters in Stock- 
holm, has joined Frank Schwartz- 
man Co., New York, national ad- 
vertising representative for the 
U.S. foreign language press, as an 
associate, 


GE Promotes Bogard 


George T. Bogard has been pro- 
moted to manager of the newly 
created utility sales department of 
the major appliance division of 
General Electric Co., Louisville. 
Mr. Bogard has been with GE 
for 18 years and was manager of 
sales to consulting engineers for 
the apparatus sales division in 
Schenectady until his present ap- 
pointment. 


Publishes Marketing Book 


The International Chamber of 
Commerce has published a “Dic- 
tionary of Marketing Terms— 
United States Usage,” which lists 
the terms commonly used in sales 
promotion, marketing and adver- 
tising in this country. It is availa- 
ble from the U.S. Council of the 
International Chamber of Com- 
— 103 Park Ave., New York, 
at L 


Providence Adclub Elects 


George T. Metcalf of George T. 
Metcalf Co. has been elected presi- 
dent of the advertising club of 
the Providence Chamber of Com- 
merce. Other officers elected are 
Frederick C. Noyes, Horton-Noyes 
Co., v.p.; Harry Hinkel, Chamber 
of Commerce, secretary, and Al- 
bert F. Newman, Rhode Island 
Hospital Trust Co., treasurer. 
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Advertising Age, June 2, 1952 


Chicago Adclub 
Gives Fifty-Six 
First Awards 


Cuicaco, May 27—The Chicago 
Federated Advertising Club pre- 
sented awards last week to win- 
ners in its annual advertising com- 
petition. 

Peter J. Morrison, club presi- 
dent and ad director of the Chi- 
cago Herald-American, reported 
a record number of 658 entries 
from 130 firms. The following are 


the first award winners in all 
classifications (advertiser and 
agency): 


GENERAL MAGAZINES 

Product selling campaign in 
Max Factor & Co., Tatham-Laird. 

Product selling campaign in b&w— 
Westclox, Batten, Barton, Durstine & Os- 
born. 

Institutional campaign in color—Mara- 
thon Corp., Needham, Louis & Brorby. 

Institutional campaign in b&w--Armour 
Laboratories, Foote, Cone & Belding. 

INDUSTRIAL AND BUSINESS 
MAGAZINES 

Product selling campaign in color—Celo- 
tex Corp.. MacFarland, Aveyard & Co. 

Product selling campaign in b&w—Dear- 
born Chemical Co., Buchen Co. 

Institutional campaign in color—no first 
award. os 

Institutional campaign in b&w—Russel 
M. Seeds Co. 


FARM PUBLICATIONS 

Product selling campaign in color—In- 
ternational Harvester Co., Aubrey, Fin- 
lay, Marley & Hodgson. 

Product selling campaign in b&w—Ma- 
sonite Corp., Buchen Co. 

Institutional campaign in color—Armour 
& Co., Foote, Cone & Belding. 

Institutional campaign in b&w—Swift 

Co., Needham, Louis & Brorby. 

NEWSPAPERS 

National or regional campaign, insti- 
tutional—International Harvester Co., Mc- 
Cann-Erickson. 

National or regional campaign, product 
selling—(a) over 400 lines: Peter Hand 
Brewery Co., Batten, Barton, Durstine 
& Osborn; (b) under 400 lines: Minreap- 
olis-Honeywell, Foote, Cone & Belding. 

Local retail advertising—(a) “sale” or 
“bargain” omnibus ad: Carson Pirie Scott 
& Co.; (b) “sale” or “bargain” single 
item ad: Sears, Roebuck & Co.; (c) item 
ad omnibus (page unit): Wieboldt Stores 
Inc.; (d) single item ad: Sears, Roebuck 
& Co.; ‘e) seasonal promotion: The Fair 
Store; (f) campaign ads: Sears, Roebuck 
& Co.; (g) food or drug ad: National Tea 
Co., submitted by Chicago Tribune; (h) 
institutional ad: Carson Pirie Scott & 


color— 


o. 

OUTDOOR AND TRANSPORTATION 

Poster campaign (24 sheet)—tie award: 
Armour & Co. (franks), Foote, Cone & 
Belding; and Geo. Muelback Brewing 
Co., MceCann-Erickson. 

Poster campaign (3-sheet or 
Science Research Associates. 

Painted Boards & Spectaculars—Mar- 
shall Field & Co., produced by General 
Outdoor Adv. Co. 

Car cards—Beatrice Foods Co. (Meadow 
Gold sherbet), Foote, Cone & Belding. 

DIRECT MAIL 

Single mailing piece—Marshall Field & 
Co., submitted by Manz Corp. 

Mail campaign—Green Giant Co., Leo 
Burnett Co. 

Catalogs and external house organs— 
Northwest Engineering Co., Russell T. 
Gray Inc. (catalog); Abbott Laboratories 
(external house organs). 

BOOKLETS AND BROCHURES 

Tie award—Keystone Steel & Wire Co., 
Fuller & Smith & Ross Inc.; and United 
States Gypsum Co., Fulton, Morrissey Co. 

ANNUAL REPORTS 

Tie award—Caterpillar Tractor Co., pro- 
duced by Manz Corp.; and Illinois Power 
Co., produced by J. M. Bundscho Inc. 

POINT OF PURCHASE 

Window displays, temporary, tie award 
—Weco Products Co., 
gill-Weinsheimer Co.; and Abbott Labo- 
ratories, produced by Ketterlinus Litho 
Mfg. Co. 

Window displays, permanent—Schick 
Inc., produced by W. L. Stensgaard & 
Assoc. 

Counter displays—W. A. Sheaffer Pen 
Co., produced by Ketterlinus Litho Mfg. 
Co 


less) — 


Other temporary displays, tie award— 
Anheuser-Busch Inc., produced by Magill- 
Weinsheimer Co.; and Kellogg Co., pro- 
duced by Zipprodt Inc. 

Permanent displays—Goodyear Tire & 
Rubber Co., produced by Kling Studios. 
RADIO 
Local programs—“The Patrick O'Riley 
Show,” P. Lorillard Co., submitted by 

WBBM. 

Network programs—‘Breakfast Club,” 
Swift & Co., McCann-Erickson. 

Special Features, local—‘‘The Untouch- 
ables,” WBBM. 

Commercial announcements—General 
Mills Inc., “Kixie-Nixie,"" Tatham-Laird. 

New program created during the year, 
local: “Arbogast,” WMAQ; network: 
“Down You Go,” WGN. 


produced by Ma-| 


TELEVISION 
Local programs—(a) juvenile 
“King Calico,” 
Broadcasting Co. (WENR-TV); ‘b) news: 
“Impact,” City National Bank & Trust 
Co., George Hartman & Co.; (‘c) sports 

coverage: “WGN-TV Sports.” 
Network programs—ia) juvenile: 


show: 
submitted by American 


“Su- 


per Circus,” Canada Dry and Mars Inc., 
submitted by American Broadcasting Co. 
(WENR-TV); (b) general: “Kukla, Fran 


& Ollie,” RCA Victor, submitted by Beu- 
jlah Zachery, NBC. 

Commercial announcements, 20-second 
film—Chicago Show Printing Co. (Mys- 
tic tape), George H. Hartman Co., pro- 
|\duced by Sarra Inc; one-minute film— 
The Toni Co. (White Rain), Tatham- 
Laird 
Best new program created during the 
year—local: “Impact; network: “Sky 
King,’ Derby Foods Inc., Needham, Louis 
& Brorby. 


WASHINGTON ADCLUB 
GIVES TEN AWARDS 
WASHINGTON, May 27—A record 
number of 500 entries was re- 
ceived in the third annual Art and 
Photography Exhibit sponsored by 


ton. 
The exhibit, which closed today, 
displayed 127 of these entries. The 


the Advertising Club of Washing- | 


contest winners, listed with agency 
and client, are: 

1. Color illustration—Gilbert Meekins, 
Courtland D. Ferguson Inc., for A. Smith 
Bowman & Sons. 

2. Posters—Ed Hall, Lewis Edwin Ryan 
Agency, for Capital Airlines. 

3. Display—William N. Thompson, De- 
sign & Production Inc., for the Public 
Health Service of the Federal Security 
Agency. 

4. B&w illustration—Fred Foels, Julius 
Garfinckel & Co. 

5. Cartoons—Ralph Robinson, Presenta- 
tion Inc., for the U. S. Public Health Ser- 
vice. 

6. Color photography—James R. Dunlop, 


Courtland D. Ferguson Agency, for A. 
Smith Bowman Distillery. 

7. B&w  photographs—Ollie Atkins, 
|Lewis Edwin Ryan Agency, for Riggs 


National Bank. 

| 8 Design of complete unit—William 
Highterger, American institute of Graphic 
Arts. 

9. Merchandise illustrations—Grace Car- 
ter for Julius Garfinckel & Co. 
| 10. Editorial art—Paul Hoffmaster for 
Changing Times. 

The exhibit chairman was Rob- 
ert L. Green. The judges were 
George Krikorian, art director, 
New York Times; Cipe Pineless, 
art director of Charm; Lester 
Beall, free lance art director, and 
| William Golden, creative director 


of CBS television advertising and 
sales promotion. 


McKIM WINS CANADIAN 
AD AWARD FOR GM 

MonrtTREAL, May 27—An ad cam- 
paign created by McKim Advertis- 
ing Limited for General Motors 
Diesel Ltd, has won the Sheppard 
Award, top prize for industrial ad- 
vertising in Canada. 

The winning campaign consisted 
of eight ads placed by General 
Motors after it opened a diesel lo- 
comotive plant at London, Ont. 

The Industrial Advertisers Assn. 
of Montreal, which holds the an- 
nual contest, said 98 entries were 
received. Ads are judged on the 
basis of (1) attention value, (2) 
impression created, (3) believabil- 
ity, and (4) results (if measur- 
able). 


Walker Co. Names Agency 

Walker Co., Middleboro, Mass., 
maker of electric heating pads and 
other products, has appointed H. B. 
Humphrey, Alley & Richards, Bos- 
ton, to handle its advertising. 
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Schwartz Heads Keystone 

E. M. Schwartz, one of the 
founders of Keystone Mfg. Co., 
Boston manufacturer of home 
movie cameras and projectors, has 
resumed the presidency of the 
company which he headed for 15 
years during its early history. Ben 
Marks, another co-founder of Key- 
stone, recently retired as president 
of the company. 


Serving 
D 10 Million 
‘ertons, 
including 
dD 3 Million 
iz 


DEALER 


orm 
Population 
D Blanket coveroge retell lumber, 
building material ond coal deolers. 
NORTHWEST publicotion covers 
Minnesota, Wisconsin, North and 
South Dokete. 
1OWA publicotion covers lowe. 


1013 Fourth Ave. Se., Minneapells 4, Mina. 


“High Man On 
the ARB Poll’ 


THE AL ROSS SHOW 


6:00 to 9:30 A.M. Monday Thru Saturday 


FAMILY LI 


ARB* COMPARATIVE 
FIGURES ON TOTAL 


STENERS 


Be WBAL. 
Ke ih 
22,751 Families 
STATION 


15,378 Families 


35% More Family 
Listeners On WBAL 
Than 2nd Closest Station 


* Total Arca ARB, 74M-9AM, Oct.-Now. 1951 


STATION ; 
ing songs 
B 6,317 Families 6 e 
mercials. 
STATION 
Cc 6,216 Families And here’ 


The chart at the left tells 
the story. Survey after sur- 
vey shows Al Ross way out 
front in all morning pro- 


way of giving with the com- 


s another reason 
why the “big pay off” is on 
WBAL BALTIMORE... 
the station with the big 
50,000 watt power— 
WBAL, the NBC affiliate. 


grams. American Research 
Bureau proves the Al Ross 
show gives you at least 
35% more Families. 


And there’s a good reason 
why Al is so popular. He 
has a way with him...a 
different style of announc- 


... a different 


Let Us Tell You Why The “AL ROSS SHOW " Has the 
Lowest-Cost-Per-Thousand in Baltimore in the Morning! 


WBAL 


50,000 WATTS - 


NBC IN MARYLAND 


Nationally Represented by EDWARD PETRY & CO. 
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TODAY, THERE IS A BETTER WAY... 


Grinding the beans at home was once the only way to make a cup of coffee. Now, vacuum-pack methods have 
replaced the coffee mill, just as new improved advertising methods have replaced haphazard media selection. 


Today, First 3 Markets Group offers you a responsive audience of nearly 2 3 of all families in the 3 city 
and suburban areas of New York, Chicago and Philadelphia. These 3 compact markets account for 18% 
of total L. S. Retail sales, 1/6 of Drug sales, 1/5 of Food sales, 1 5 of Furniture and Appliance 

sales, and over | 4 of total U. S. Apparel sales. 


There is a better way to sell your product ... use 


The group with the Sunday Punch 


New York Sunday News 
Chicago Sunday Trib 
Philadelphia Sunday Inquirer 


Rotogravure + Colorgravure 
Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, }Anderbilt 6-4894 « Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 + Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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